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it pays 
to sell both 


ay \\\\ a | House Furnish- 
AX ings Department 


The Spring is the time to 


peeing | Me sell clothes line—with our 
‘aia ail colorful free counter dis- 
i”. play stand. 
; 4 eS. “There is a Difference in | 
* Clothes Line” 


BLACK-BIRD CLOTHES LINE 


and 


SAMSON SPOT SASH CORD 


Ln 





Loot Hardware and 
Hee Builders’ Supplies 
When he asks for “sash cord” 
v.1 21 show him Samson Spot. It 
pt.( will save time arid money for 
= him, and means a bigger sale 


for you. 
“There is a Difference in Sash 
Cord” 


We also make other sash cords and 
other clothes lines, each the best of 
its kind and quality, and other braided 
cords for all uses. 


Send for Catalogue and samples. 


SAMSON CORDAGE WORKS—BOSTON—MASS. | 
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MDCCCXLVII THE YEAR OF WONDERS 1847 
In 1847—The farmer got + a was worth 30c. In 1847— 5 
) 84c for a bushel of corn. before the ladies began to , ? 






In 1847—You could get a 
whole pound of tobacco for 


ISTORIANS, some- 

times, are irritating peo- 
ple: they mark this year or 
that as a notable event because 
such and such a battle was 
fought that year, or some half- 
forgotten King came to the 


of fact, what interests us most 


count their calories . . . 6c 
purchased a square meal 

. from soup to nuts... 
with all the good old-fashioned trim- 
mings to boot. 





is how people lived, what they 
bought, the prices they paid 
for things, and so on. . . facts, 
in other words, that you and I 
have to face today. For ez- 
ample, let's take the year of 
1847 as reported in the day 


fn “te 
HESTES RESETS 






buy her husband a pair of 
slippers for 17c and her boy 
.a pair of shoes for 85c. In 
1847—A bushel of oats 


Ee 
throne . . . when, as a matter Sg 
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And ever since that year of years 
1847 ROGERS Bros. Silverplate has been the 


silver preference of America’s first families 


And still, after more than 80 years, this 
famous old line gives more silver value, 
dollar for dollar, than any other. 


—with no counterpart 


or equal in any other line... 

, f And still, after more than 80 years, with its 
either for FKalue or for Quality f fast turnover, its liberal margins, its increas- 
ing good will and its long, unbroken record 
of profit-making for the merchant, 1847 
Rocers Bros. Silverplate is still the biggest 


and best line to feature in your store. 


Born in the good old days when value was 
value and quality was quality and when 
every copper penny had a full day’s work 
to do, 1847 Rocers Bros. Silverplate has 
never forgotten its early training. 


‘1847 ROGERS BROS 
g SILVEAPLATFE 5 


GENERAL OFFICES: MERIDEN, CONN. SALESROOMS: NEW YORK, CHICAGO, SAN FRANCISCO 


another record! ... in a record 


This year... 


of record years. 


CANADA ... INTERNATIONAL SILVER COMPANY OF CANADA, LIMITED, HAMILTON, ONTARIO 
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Eagle Soft Paste Pure White Lead comes heady 
broken-up to shop-lead consistency. Take it on . the job 
unopened and thin and tint it as you use it—save the 
time of breaking it up in the shop. 

Soft Paste is pure Old Dutch Process White Lead 
with more linseed oil. ground in—15%_ instead of 
8%, Packed in 100, 50, 25, 12% pound steel con- 


tainers. The Eagle- Picher Lead Company, 134 North " 


La Salle Street, Chicago. 





f EAGLE Soft Paste 
PURE WHITE LEAD 


OLD DUTCH PROCESS 





aw Send for these 
Soft Paste 


gE aubning ‘formulae 


* Send for your free copy of 
these new Soft Paste mix- 
ing formulae. They explain 
the mixing of pure lead 
paint for all types of sur- 
faces, taking into consider- 
ation the greater amount 
of linseed oil in Soft Paste. 
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BASSICK NOMAR — = THE NEW 














+ ~ get this 
salesmaker 


on your 
counter 
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AND BETTER FURNITURE REST 


IHERE’S a place in every room—in every home in your 





‘A community for this New NoMar Furniture Rest. — — Sell 
rackproof — 
Women want it. Better floors—better floor coverings — Unbreakable bases -- 
better furniture demand it. Attractive appearance 
— . Bi ae Easy to install—fit the 
And a great advertising campaign—reaching millions of standard Grip Neck 


Sockets. Protection to 


homes—will tell housekeepers where to get it. eich sti Rina 


NoMar Furniture Rest is Bassick’s answer to a vital need. 
NoMars come into a ready-made market. The demand 
is there. Today’s furniture must have NoMars. Today’s 
floors and floor coverings need NoMars’ protection. 
NoMars will put your caster stock in line with modern 
trends— and Bigger Profits. 

Order one or more cartons today— twelve sets to the carton 
— packed in a handsome counter display for quick selling. 
Mail coupon for prices, profits and special advertising plans. 
THE BASSICK COMPANY, Bridgeport, Conn. 


For 32 years leading makers of Better 
Casters and Furniture Rests 








6,676.868 Families— the total circulation 
of the magazines which will carry the NoMar 


The advertising vil appear in HOUSE BEAUTIFUL 
Saturday Evening Post ; 29 3s 






Good Housekeeping y. Soa ave. , 1 
Collier’s Vm Pid (ee 
Better Homes & Gardens 






House & Garden 
House Beautiful 






= 


















1. Rush information on NoMar prices, profits and 
advertising. (] Check here. 2. Ship us_____--. 
cartons NoMar Furniture Rests packed one 
dozen to display carton. [] Check here. 
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“Cheap paint 


will never fool Jim Stewart again 


thousands of others 
now knows that “You 
can’t paint a house 
with apple sauce” 


N every town and city —-even on 
the farms — you will find “Jim 
Stewart.” There are thousands and 
thousands of him. He typifies the 
man who has found out that “cheap” 
paint isn’t cheap at all. 

Last fall the particular “Jim 
Stewart” we have in mind found it 
necessary to repaint his house 
AGAIN. He decided to see just 
what there was to this rumpus about 
“cheap” paint. 

So he bought $46.75 worth of fine 
old SWP House Paint from his local 
Sherwin-Williams dealer. A short 
while later he returned with $17.00 
worth of the paint. And this is what 
he said: 


“I never in my life saw anything cover 
like this SWP. I figured this job on the 
same covering basis as the brand I have 
been using and J had almost half of the 
SWP left over.” 


Is “Jim Stewart” converted? He 
is. Will a “cheap” house paint or 
any other “cheap” paint product 
ever fool him again? It will not. 

If you are tempted by the “low 
price,” the wonderful claims and 





e, like 


eloquent prom- 
ises of a “cheap” 
house paint, re- 
member this: 
“Cheap” paint 
is low priced for 
one reason only. | 








gaa grades } 








It is cheaply 
made of cheap 
materials. Look at the formula. 
SWP House Paint, on the other 
hand, is a strictly quality paint. It 
costs more per gallon, because it is 
made of finest materials. 

The white lead carbonate, white 
lead sulphate, zinc oxide, linseed 
oil and even the beautiful colors 


used in SWP are all made by Sher. | 


win: Williams, 








You Cant 


paint a 

house 

with 
APPLESAUCE/ 














We could buy these materials on 
the open market, usually at less 
cost. But we could not control the 
superfine quality demanded by 
Sherwin-Williams. 

As a result of these extra fine 
materials, and the famous Sherwin- 
Williams “balanced” formula, SWP 
House Paint covers 360 square feet 
per gallon (2 coats). 

The average “cheap” paint, for 
obvious reasons, covers only 250 
square feet per gallon (2 coats). 

Where 11 gallons of “cheap” paint 
are needed for the average house 
only 7 gallons of SWP are needed. 

Also, “cheap” paint and cheap 
colors have no stamina. Your cheap- 


looking “cheap” paint quickly fades, 
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| CHER WIN-WILL 
PRODUCTS _ 





quers or enamels. “Low-price- 
per-gallon” and economy are 
and miles apart. 
g smoothness — brushing ease use needs repaint- 
—covering ability—and du- . ie 
rability—can only be pro- al Sherwin 
duced by scientific processes. Thy, ompar- 
| a 
P 
int. 
st of 





Up-to-date painters every- 
where are using SWP House 
Paint. They realize that its 
beautiful colore—creamy 












discolors, cracks, peels 2 
About two years sees its 

SWP House Paint, n 
materials, with bea 
and weatherproof q 
the average for fi 


























‘labor” 
ality of 
as much 
t as SWP. 


E of a painter 


looks rich to the 
vitally importan endorses SWP 
our houses are you, write us. 


d literature or in- 
ing any Sherwin- 


So there y 
paint, with 
colors, act 
one half 
SWP. 


to beat 
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paint to aot 
is, “The Maste ng. Write 
At the head of of ty 
- HE 
tories we have paint scie “zy Many ele 2 a 
Co. 











are in the paint industry what 
like Thomas Edison and Marconi 
are in their chosen fields. alse Cleveland . . Ohio 


SHERWIN-WALLIAMS 
SWP HOUSE PAINT 


PAINTS, VARNISHES, LACQUERS, ENAMELS 











Largest Paint and Var- 


nish Makers inthe World Trade-Mark 


Registered 
U.S. Pat. Off. 























Black Cat ! 


But luck still holds -— 


It’s dry ! 














Painted by 


Cushman Parker 


LUCK is not a requirement 
for satisfactory results in the use 


of “61” Lacquer Enamel! An- 


noyance and fear of accidental 
damage caused by pets, children 






‘ial 






7 LACQUER 
ENAMEL 


An enamel finish for furniture, 
woodwork and floors. 








meet every decorative need or 
, . U 
fancy, on furniture, floors and 








TK 









Copyright 
1928, P&L 


in scientific research. It is a 
Pratt & Lambert product — 
you know you can depend on it. 


Free QuarTER-Pint Can 
Send ten cents to cover packing and mail- 





Luck is a variable quantity at best. Dealers who want to be sure about lacquer, enamel or 
varnish products, depend upon the Pratt & Lambert Line for satisfaction, for building 
business and steady profits. Get the complete details of the P&L Introductory Proposition. 





The use of “61” Lacquer En- 
amel is amazingly simple. Un- 
like some quick drying finishes, 
the rich colors brush on easily 
without laps or streaks. They 
produce a tough, durable finish 
which does not crack, chip or 
peel. Water will not harm it. 

Colorful shades of “61” Lac- 
quer Enamel delight the eye and 


of every conceivable hue. 

“61” Lacquer Enamel is a de- 
velopment of these modern times, 
the result of painstaking effort 





“(BI FLoor VARNISH 


The transparent floor finish, in clear and colors, 
which stands the “hammer test.” You may 
dent the wood but the varnish won't crack. 








*Save the surface and = 


<==, you save all Bint 


Light Gray, Dark Gray, Light Olive, Jade 
Green, Light Green, Dark Green, Brown, 
Ivory, White and Black; also Clear Gloss, 
GuaranTEE: If any Pratt &9 Lambert 
Varnish Product fails to give complete sat- 
isfaction you may have your money back. 
P&L Varnish Products are used by 
painters, specified by architects and sold 
by paint and hardware dealers everywhere. 
Pratt & Lambert-Inc., 114 Tonawanda 
St., Buffalo, N.Y. Canadian address, 29 
Courtwright Street, Bridgeburg, Ontario. 


PRATT & LAMBERT VARNISH PRODUCTS 
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“My volume of paint sales has 
increased approximately 
four hundred per cent” 


E. I. DU PONT DE NEMOURS & Co., INC., 
Philadelphia, Pa. 


Gentlemen: 


I want to take this opportunity of stating that 
I am du Pont ‘sold.’ I have carried your line 
nearly three years and my volume of paint 
sales has increased approximately four hun- 
dred per cent. No small part of the credit for 
this phenomenal increase is due to Duco, the 
wonder specialty. 


Because of the almost endless possibilities of 
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this remarkable piece of merchandise, the 
women folks demand it. 
My stock of paint merchandise here in Wash- 
ington turned over at the rate of 7.6 times per 
annum. This is due to your effective adver- 
tising, nationally,,and your local sales service, 
which have created consumer demand and con- 
sumer acceptance. 
I feel that being a du Pont dealer has material- 
ly added to my volume of sales in lines other 
than paint. 
Sincerely yours, 
(Signed) LAURENCE TURVILLE. 


Write for introductory proposition on the du Pont 
line. For your convenience, use the coupon below. 


Reg. U. S. Pat. Off. 


PAINTS . 


VARNISHES 


E. I. du PONT de NEMOURS & CO., Inc., 

Independence Square, 

Philadelphia, Pa. 

Gentlemen: Without obligating me in any way, please send me informa- 
tion on how I can make more profits in the paint and varnish business 
by taking on the du Pont line. 
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is Last 


pers an deler fee 


cheap paint Hum-Bug has stung 

his last in your community, once 

the property owners know the dollar- 

and-cents difference bétween cheap 

price-per-gallon, and Quality paint in 
keeping a house paint protected. 


—and they will know! 


The 1928 Patton Sun-Proof paint adver- 
tising campaign in the National Maga- 
zines and Metropolitan Newspapers is 
placing the comparative cost chart before 
all the property owners in every commu- 
nity in America! Study this cost chart! 
Get the special 1928 Sun-Proof Exclu- 
sive Agency Proposition! Let this new 
idea in paint selling make a big increase 
in your paint profits! 








4 Als amazing as it is NEW | 


rocers Vogue finish 


You’d think it was a coating of jewel 
dust — so brilliant— so scintillating 
—like the sparkling hues of count- 
less diamonds, emeralds, rubies and 
sapphires, flashing in the sunlight. 

It is the new Rogers “Vogue” 
finish—the latest and most thrilling 
idea in artistic lacquer treatment for 
new and old tables, desks, bookcases, 
lamps, smoking stands, bookracks, 
etc. The effect is amazing. Yet to 
produce it is very, very easy. Com- 
plete directions come with every can. 

Simply lacquer the piece with a 
beautiful Rogers color. Halfan hour 
later apply the new “Vogue” finish. 
Many exquisite variations are possi- 











* GACQUER IT 


ble. Merely follow the directions. 
No experience is needed. Anyone 
can do it. Like “Rogers,” the new 
“Vogue” finish— 

“Dries While You Wait.” Dries 
smooth and hard. Dries free from 
dust. Dries to a tough, durable 
surface that wears and wears and 
WEARS. You will be more than 
delighted with it. 


26 Rogers Colors 


Rogers Brushing Lacquer comes 


ne 


Also distributed and guaranteed by 
Acme White Lead & Color Works 


Detroit, Michigan 
Lincoln Paint & Color Company 
Lincoln, Nebraska 
The Martin-Senour Company 
Chicago, Illinois 
Peninsular Paint & Varnish Company 
Detroit, Michigan 
The Sherwin-Williams Company 
Cleveland, Ohio 
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“Money-Back” 
Guaranty 


Try onecan of Rogers Brushing Lacquer. 
If not more than satisfied, return what 
is left to your dealer. He is authorized 
to refund the entire purchase price. 










in 26 exquisite standard colors, 
also black, white and clear. In ad- 
dition there are the four new Vogue 
finishes— Platinum Tone, Sun Glow, 
Fairy Green and Fire Glow. 

See your Rogers dealer today. He 
is the only one who carries the new 
“Vogue” finishes. You can tell the 
genuine by the name “Rogers” and 
the distinctive oriental can. Rogers 
Lacquers and Vogue finishes are al- 
ways sold with our “Money-Back” 
Guaranty. 


DETROIT WHITE LEAD WORKS 


Detroit, Michigan 
Makers of highest grade 
PAINTS + VARNISHES - COLORS - LACQUERS 








<RGGERS> 
BRUSFIUNG 
LACQOER 


© 1928, D.W.L.w. 


This is the type of ‘‘Rogers’’ advertising that will appear in The Saturda 
Evening Post, Good Housekeeping Magazine, McCall's, Woman's Hom 
Companion. Cosmopolitan, setter Homes and Gardens American 


Magazine, American Weekly and Popular Science Monthly 








Meerchandisin g cA chievement 
that Means ‘Lrofit for Dealers 


The public quickly recognizes a ‘‘star”’ 
in any line—and makes him famous. 
And that is just as true of a piece of 
merchandise as it is of a singer or an 
actor or an athlete. 


When a new product shows qualities 
of attractiveness, usefulness and 
superiority that are outstanding, it 
becomes a ‘“‘star’’ in public estima- 
tion. And the public accepts it with- 
out reserve. 


Such has been the experience of Rog- 
ers Brushing Lacquer. Today it is un- 
questionably the ‘‘star’’ in its field. 


In almost every town and city its 
name and its attractive ‘‘Oriental’’ 
package are known. Thousands of 
cans are used daily. And everywhere 
its popularity is growing and growing 
despite multiplying opposition of the 
toughest kind. 


Not in all the history of the paint 
business has any one new type of 
paint product made more amazing 
strides to nation-wide success. 
It is almost miraculous when you 
consider that a little over two years 
ago the name ‘Rogers’’ was un- 










BRUSHING 


BRUSHING 


LACQUER 


known in the lacquer field. What 
has done it? 


(1) A 99 per cent perfect product 
that gave satisfactory results from 
the start. (2) Beautiful modern 
colors that appeal to the eye. 
(3) A publicly advertised, ‘‘Money- 
Back’’ Guaranty that showed the 
supreme faith of the makers. 
(4) An attractive ‘‘Oriental’’ pack- 
age that none can forget. (5) The 
most outstanding national adver- 
tising in the field and the most 
of it. (6) Intelligent sales ideas 
for the dealers’ use locally. 


LACQUER J 






‘*Rogers’’ is making money for thou- 
sands of dealers. And it will make 
more money for dealers during 1928 
because it is one of the fastest moving 
specialties ever created in the paint 
business. 

Sales will be materially increased by 
the beautiful mew Rogers ‘‘Vogue’”’ 
Finishes recently introduced. These 
iridescent, jewel-like finishes are the 
newest departure in lacquer effects, 
and are absolutely exclusive with Rog- 
ers. 

The strikingly beautiful ‘Rogers’ 
advertisement shown on the page 
preceding is but typical of the Na- 
tional Advertising that will continue 
to flash those vivid, characteristic 
‘Rogers’’ messages to the American 
public from the choicest positions in 
leading periodicals. 


Your local folks are a part of the pub- 
lic that has made Rogers a ‘‘star’’ and 
a success. They will buy ‘‘Rogers’’ 
from you, and make money for you. 
Would you like to see some of the 
amazing sales records made by deal- 
ers? We will gladly send them upon 
request. 


THE DETROIT WHITE LEAD WORKS 


Makers of Highest Grade Paint, Varnishes, Lacquers, Colors 


Acme White Lead and Color Works 


Detroit, Michigan 


Lincoln Paint & Color Company 


Lincoln, Nebraska 


DETROIT, MICHIGAN 


Also distributed and guaranteed by: 


The Sherwin-Williams Company 
Cleveland, Ohio 


The Martin-Senour Company 


Chicago, Illinois 


Peninsular Paint & Varnish Company 


Detroit, Michigan 
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CELEBRATED 


BRUSHES 


Here’s a Display that 
Sells Brushes! 


FOR YOUR PAINT WINDOW 
AND BRUSH COUNTER 


J pe striking Whi-Tad display set is yours for the 
asking — free to merchants selling Whiting’s 
Brushes. It comprises one large painter-man cut-out 
42” high by 20” wide, and four little fellows, featur- 
ing various types of brushes, each 14” high by 8” 
wide. They’re beautifully lithographed in vivid full 
colors, sturdily built, set up instantly, and stay set 
anywhere, with strong easel backs. 

Plan now to use this handsome set in your paint 
window. Or use the big fellow in the window and 
remind your customers again, at the brush counter, 
with the little fellows. The rich color of these cut- 
outs, and the exceptionally fine painter character, 
compel attention—and sell brushes. 








HITING’S Brushes have 

that superior quality — 
built into them by over a cen- 
tury of brush-making. A Whit- 
ing brush is one brush that is 
known everywhere— and ac- 
knowledged a standard master 
tool. Sells itself— responds, via 
the cash register, to good dis- 
play. Prove this by ordering 
one of the handsome Whi- 

Tad sets. 


ge 
BRUSHRS 











Write now for your colorful Whi-Tads, and be prepared for 
effective displays this season. Use the handy coupon below, 
addressing Whiting-Adams Company, Boston, em. 


Whiting-Adams Company 


695 Harrison Avenue, Boston, U.S.A. 


I'd like to have [................ ] of your free Whi- 
Tad displays for my window and brush 
counter. Send right away, post paid. 


Name 





WHITINGS BRUSHES 
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Ane Minute Alabastine 


Look for the Cross and Circle 
printed in Red. Not a bad pack- 
age ina carload ora trainload. 
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Facts About Alabastine 


Sold only in 5-pound packages with trade 
mark cross and circle in red printed thereon. 

A dry powder ready to mix with cold or warm 
wate NE MINUTE AND IT’S READY TO 
USI White and 20 colors—all numbered, ea 
to select from color card, and any tone throug 
intermixing. Only wall brush a | pail needed. 

Suitable for all interior surfaces— plaster, wall 

rd, brick, cement or canvas. 

It is not Kalsomine, but a uniform, lasting 
wall coating with a 50-year reputation for ex- 
cellence— OUT AN EQUAL. 


Covers moze well per pound then eny other 


nish. 
ad esrct zero opted a ees 
‘ec, non-ta 


sanitary, b P 
On: k. ill bout 350 feet 
of ake — 4 30,000 stores sell Albediac. 











Instead of Kalsomine or Wallpaper 


UT Alabastine on your shelves. Place it on your counters. 
A window display will work marvels for you—in_ profits. 


asked for. 
Any jobber can supply you with Alabastine. 


If you are not now carrying Alabastine in’stock, you may corre- 
spond directly with us if you desire, and we will put you in touch 
with the proper jobber. 


Alabastine Company, 823 Grandville Ave., Grand Rapids, Mich. 
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Alabastine FREE Help 
for Dealers 


Nowhere else can such effective dealer cé- 
operation be secured as that given by Alabas- 
tine Company. 

Write TODA Y for our liberal array of dealer 
helps — for window cards, counter displays, 
color cards, booklets Capenting Alabastine 


uses and n ine effects obtained with 
Alabastine. 


Ask for information about the many uses for 
Alabastine Dry Positive Colors, our spetvial 
Stencil offer, and other i e coop i 
and we will ost you on list to receive our in- 

E publication, ““Brush and Pail” 


teresting FR 
which 30,000 dealers have found very helpful. 


All of these helps are tied in with and sup- 
sedietaue naiimciadeaes 








Ing 





Alabastine has a reputation for giving satisfaction and millions 
now know it and use it; also, 25,000,000 homes are being told 


monthly of its merits. 


Decoration time is near—be sure to be ready with a good supply 
of Alabastine when it is here. The handy 5-lb. packages will be 
Keep Alabastine where people can see it. 


: 25,000,000 homes reached 


with ALABASTINE ads in 


the following publications: 


Ladies’ Home [Journal, Pictorial Review, 
McCalls Magazine, Country Gentleman, Good 
H keepi Delineator, Woman’s Home 
Companion, People’s Home Journal, Modern 
Priscilla, Woman’s World, Holland’s Maga- 
zine, Needlecraft, Household Magazine. 
Better Homes & Gardens, People’s Popular 
Monthly, Farm Journal, Successful Farming, 
Farmer’s Wife, Capper’s Farmer, Farm Life, 
Farm & Fireside, Hardware Dealer's 
zine, Good Hardware, Hardware Retailer, 
Hardware Age, Southern Hardware, Amer- 
ican Paint & Oil Dealer and newspapers 
everywhere. 
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Cheap 


Cement Paint 





How Cheap 


CEMENT | 
PAINT | 
y aa 
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There’s “None 
Exactly Like It 


is Cheap Cement Paint? 


HE home owner who has his basement 

walls painted by a competent man has a 
right to expect that the surface of his walls 
will be hard, uniformly white and easily 
washable with soap and water. 


Cheap “cement-paints”, due to the nature of 
the cheaper materials used in their composi- 
tion, will flake or dust off in nearly every case. 
The cost of removing such paints with wire- 
brush and acids is often twice as great as the 
total cost of a good paint job. 


Cement paints are masonry paints and if 
they are made from a base of Portland cement; 


if they do not contain glue, casein, oil or sim- 
ilar ingredients; if they are not reputed to be 
waterproof; then you may be reasonably sure 
that the paint is alright regardless of price. 


Medusa Portland Cement Paint is not a cheap 
covering for masonry surfaces. Other cover- 
ings are offered at a less price, others make 
greater claims. However, we do not know 
of a cement-paint now on the market which 
is better than Medusa Cement Paint. We do 
know that there is not another.one on the 
market exactly like it because Medusa Cement 
Paint is covered with two U. S. Letters Patents. 


THE SANDUSKY CEMENT COMPANY 


1002 The Engineers’ Bldg. 


Cleveland, Ohio 
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THE SANDUSKY CEMENT COMPANY 





MEDUSA|: 


1002 The Engineers’ Bldg., Cleveland 


Why is it that no cement-paint can be 
truthfully called “‘waterproof’’? Also send 
information on Medusa Portland Cement 
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FYOUR AXE IS ONLY AS GOOD 
AS THE HANDLE YoU 
PUT IN UT. 





bt ce SS 


r you want4 Fay" 
the finest in axe handles. 
here it is. 


“This is an AMERICAN KING Special. It is hand 
shaved from selected billets split from live logs...... 
Just feel that grip—easy on the hands, isn’t it?” 


You sell AMERICAN KING Handles with real 
satisfaction. The axe handles come packed, each 
handle in a nicely colored carton, 12 to a shipping 
carton. The short handles are packed each in an air- 
tight, dust-proof glassine envelope, 12 in a printed 
counter display carton. Everything about them be- 
speaks their high quality—and the customer readily 
buys them on that basis. " 


The other lines, shown by their labels, give a price 
and grade of handle to meet every condition. 




















WE CAN MAKE YOUR HANDLE SELLING 
DECIDEDLY MORE PROFITABLE 


Write us for our new method of merchandising han- 
dles. It shows the way to larger profits. 


AMERICAN HANDLE COMPANY 
Jonesboro 
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or Vy, 
Exterior 
Paint 


LITHOPONE 


Lithopone’ is a success as a pigment for exterior paint. More than four out of every 
five paint manufacturers now make an outside paint on a zinc oxide-lithopone 
base. € This endorsement of lithopone for outside white and tinted house 
paints is the direct result of the development of a lithopone which 
will hold its color in bright sunlight. This improvement was 
introduced eight years ago in The New Jersey Zinc Com- 
pany’s “‘Albalith,’’ the super-lithopone. @ You know 
the characteristics which have made lithopone the 
most used pigment for interior paints—strength, 
opacity, fineness, intense whiteness and re- 
sistance to sulphide fumes. The 
= === same invaluable characteristics 
eu give quality to the zinc oxidee  Wubere vr sinc lshide 
















Lithopone ; ‘ and barium sulphate. It is 
| and Ite Part in Paint lithopone base exuterror ,one of the whitest pigments 
| hae house paints which known, and of extremely 
ct : fine particle size. Litho- 
are being used pone has been adopted by 

d all paint manufacturers as 

today. a quality pigment for all 


kinds of paints. The New 


Jersey Zinc Company’s “‘Al- 
balith’’ (the super-litho- 
pone) in combination with 


their ““XX” Zinc Oxide is 
being nationally used in a 
remarkable number of high- 
grade exterior paints. 

















Send for FREE BOOKLET! 
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The new Dutch Boy soft paste white-lead is the 
same pure white-lead that is always sold under 
the Dutch Boy trademark—but instead of being a 
fairly stout paste, it is a soft paste, containing enough 
additional linseed oil to eliminate the initial 
“breaking-up”’... the biggest bart of the mixing job. 





NATIONAL LEAD COMPANY 


New York, 111 Broadway Boston, 800 Albany St. 
Buffalo, 116 Oak St. Chicago, 900 West 18th St. 
Cincinnati, 659 Freeman Ave. Cleveland, 820 W. Superior Ave. 
St. Louis, 722 Chestnut St. San Francisco, 235 Montgomery St. 
Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 
Philadelphia, John T. Lewis & Bros. Co. 437 Chestnut St. 


DUTCH BOY oft faste WHITE -LEAD 


by WHITE-LEAD 


in new form 


Paint customers quickly see advantages of 
new Dutch Boy soft paste. Mixing made 


easier... time cut down 


paste white-lead. See how quickly they 
grasp its superior features. 

They know already that Dutch Boy white-lead 
makes up into paint that cannot be surpassed — 
the pure all-lead paint almost invariably used on 
the finest painting jobs. 

They are immediately impressed by the new 
Dutch Boy product. They are delighted to see 
how easy it is to use—especially if they know 
much about paint. 


fone your customers about Dutch Boy soft 


No initial "‘breaking-up” 

Stir the paste quickly—pour it into a mixing 
bucket—add the drier, oil and turps. That’s all 
the user has todo. No initial breaking-up. Ready 
for the brush in a few minutes! 

Paint users everywhere have taken to the new 
Dutch Boy soft paste. Almost instantly it proved 
a big success. 


Are you stocking it? 


Are you taking full advantage of this new prod- 
uct? Paint buyers everywhere are deeply inter- 
ested. Don’t miss the opportunity to supply their 
wants. 

Sold by the pound and packed in 100 Ib. kegs 
and in 50, 25 and 12 Ib. steel pails, fitted with air- 
tight heads. 
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Sell Mural-Tex for Textured Walls 





NOTE from the Panels above 
what a splendid background 
MURAL-TEXD walls in any 
texture make for furniture. 


MURALTEX 


for Textured and Relief Deco- 
ration. Imparts added beauty 
to any furnishings..... of 
whatever period or material. 





MURALO ie PROCESS 
oN 


TRAQE MARK REG iN U.S. PAT. OFF. 


HE popularity of Mural-Tex is growing by leaps 
fe bounds. There is no material for textured 
walls which is easier to apply, more effective in devel- 
oping period and modern wall effects, more economi- 
cal or satisfactory to use. And because Mural-Texd 
walls make such effective background for furniture and 
drapes, it is desired in all types of new construction 
and redecorative work. Stock and sell Mural-Tex for 
profit. Write Department J for Details. 





Manufactured by 


THE MURALO COMPANY, Inc. 


Founded 1894 


Specializing Exclusively in Decorative Wall Coatings, Cold Water Paints, Wall Sizes and Patching Plaste 


STATEN ISLAND, NEW YORK 
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s < Da-cote 
Murphy LIGHT GRAY 


Da-cote 


4 





nN CW ead 
Da-cote 
: SPRAY GREEN 
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Murphy Enamel 
Qe »o-cote 


<a Murphy * i 
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MURPHY FINE FINISHES 


Famous for 63 years among architects, 
master painters and makers of products 
requiring a fine finish 


Da-Cote Enamel 
Da-Cote Varnish Stain 
Brushing Lacquer 
Transparent Interior Varnish 
Univernish (the all-purpose varnish) 
Transparent Spar Varnish 
Transparent Floor Varnish 
Muronic Enamels 
Quick White Enamel 
for Master Painters 


mel 






Murphy 


Da-cote — 


Murphy 
Da-cote _ 
Fs aati 


—_——— > JADE GREEN 


’ Murphy 


Da-cote Enamel 






= ae 
Murphy Enamel  ¢ 






Da-cote 
Mite iE actolie! 
ee —* PEARL GRAY 







oop NEws for Murphy dealers!—and a 
friendly tip for other dealers. 

Weare going right after the household paint- 
ing business in our 1928 advertising of Murphy 
Da-Cote Enamel and have added eight new 
colors particularly usable for this purpose. 

The new colors are: Jade Green, Mandarin 
Red, Tangerine, Spray Green, Light Brown, 
Light Gray, Pearl Gray, Ivory. 

You know its reputation—free-flowing, self- 
leveling, great covering capacity, beautiful 
finish and durability and, above all, quick- 
drying. 

You know the quality—the standard of 
America for refinishing motor cars. We are all 
set for household painting—with the colors 
and the advertising support. 

So go to it, and good luck to you! 


MURPHY VARNISH COMPANY 


NEWARK CHICAGO San FRANCISCO MonTREAL 


Murphy Da-Cote Enamel 
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in Varnishes 

















OUR customers today realize that 
there is a vast difference in varnish 
—in its beauty—its durability—its econ- 
omy. No longer are they content to buy 
just “‘varnish.”” They want to know what 
is in the can they are buying. 
Martin Varnish Company makes 
it much easier for you to sell varnish, 








for the formula of purity is frankly 
printed on every can. No benzine—no 
rosin—no adulterants in Martin’s 100% 
Pure Varnish. Complete information 
and special proposition sent on request. 
Start now with this superior Varnish 
and watch your sales and profits 


grow. 


KNOW WHAT YOU BUY 





OU are the man, Friend Dealer, who meets the public 

and gets the knocks or boosts. That’s why we say — 
“You be the judge.” What you tell your customers car- 
ries authority— you must make good. On your recom- 
mendations depend your prestige and profits. 

We will send you—absolutely free of charge and with- 
out obligation—a one-pint can of Monarch 100% Pure 
Paint. We would like you to put this to every conceiv- 
able test you wish. Compare it for purity of whiteness— 
hiding and spreading capacity —easy working qualities. 
“You be the judge.” 


GieMARTIN- 

















You o can expect to get out Pol a ean of paint only what you 
put in the can. Monarch’s forty year old formula, ap- 
pearing on every can, is your assurance that Monarch 
has withstood the test of time and that scientific research 
has failed to discover a better paint. 


Pure carbonate of lead, pure zinc oxide, pure linseed 
oil, pure turpentine and turpentine drier and the neces- 
sary pure coloring matter—nothing else—no adultera- 
tion—no substitution. 

Let us also tell you about the Martin-Senour Success- 
ful Sales System. 


ENOUR ©&. 


ESTABLISHED 1878 
Chicago -Lincoln- Brooklyn -SanFrancisco-los Angeles -Houston -Boston 
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1 Worps 


stronger than a thousand 


ARGUMENTS 
SP 


Paint half your house with Devoe Lead & Zinc Paint 
and paint the other half with any ordinary paint 
you choose. If Devoe Lead & Zinc Paint does not 
take fewer gallons and cost less money per job, we 
will make no charge for Devoe. 

If Devoe Lead & Zinc Paint doesn’t wear one or 
two or three years longer—longer and better—we 
will give you free of charge enough Devoe Lead & 
Zinc Paint to repaint your entire house. 











Here is the strongest guarantee 
ever made for paint of any kind! 
“81 Words” of vital interest to 
every man who owns a home! 

This guarantee appears in every 
advertisement for Devoe Lead & 
Zinc House Paint in the Satur- 
day Evening Post—nine startling 
full pages > taba the year. 

It will reach millions of read- 
ers in every part of the country. 
It will help thousands of Devoe 
dealers sell more house paint this 
year than ever before. 

Back of the Devoe guarantee is 


the oldest paint company in 
America—and 174 years of ex- 
perience inmaking the finest paint 
it is possible to produce. Just as 
DevoeLead & Zinc Paint guaran- 
tees your Customers greater satis- 
faction—so the Devoe sales plan 
guarantees increased business and 
greater profits to every dealer 
handling the Devoe line. 

A postcard will bring you com- 
plete details of this plan. 


Devoe & Raynolds Company, Inc. 
1 West 47th St, New York 


A Devoe Paint and Varnish Product 


> ih brushes mean 
greater satisfaction 


10 your customers— 
added profits to you. 


DEVOE HOUSE PAINT 
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We tell your customers the truth about 
“Lacquer vs. Enamel” 


before millions of readers of America’s 
leading magazines, our advertising is fea- 


good will and to help turing the appropriate uses of Sapolin 


to keep your customers’ 


Floor Finishes, Gildings, Stove Pipe En- 
amel, Hot Pipe and other Aluminum 


finishes, etc. . 


you profit more 


HEN one of your customers demands 

a certain finish, you give it to him. Sapolin merchants stocking the complete 
But, if he uses it incor- line are ideally equipped 
rectly you are blamed— to earn greater profits as 
and perhaps you lose his a result of this Sapolin 
business. advertising. 
SEND for the “Sapolin 
Buyers’ Guide”—a handy 
/ size book describing and 

cial finish...for each Surg, illustrating, in full colors, 
a se & “ce the complete line of 





To stop this loss and to 
insure perfect results, we 
are educating people to 
the fact that you—the 
final authority — should 





: a : ENAMELS Sapolin Household Deco- 
es consu oo LACQUERS rative specialties. 
nw proper “7 a. “4 STAINS SAPOLIN CO.,_ INc., 
; eel — — GILDINGS Dept. E-10, 229 East 
n ad ition to putting POLISHES 42nd Street, New York 
this important message WAXES City ; 


Sapolin is not an experiment—been on the market fifty years. 
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instead of 


| VALSPAR 
|LACQUER| 
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Simplify your stock with Valspar | 


Ww increase your investment and 

clutter up your shelf space with 
a lot of specialized products when 
these four most widely advertised 
finishes will give any surface—wood, 
metal or composition, indoors or out- 
doors—the finest finish money can buy? 


Valspar Varnish-Valspar Enamel 
Valspar Varnish Stain 
Valspar Brushing Lacquer 


VALENTINE’S 


ALSPAR 


The Varnish That Won't Turn White 






UN NR TT 
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MUCH wider appreciation of the 
merits of pure spirits of turpen- 
tine as a thinner for paint and varnish 
may soon be expected as a result of the 
national advertising campaign ap- 
proved by the trustees of the Pine In- 
stitute of America at its annual meet- 
ing recently held in Savannah. 


This program contemplates the ex- 
penditure of approximately $300,000 
during a period of three years. The 
advertising will be directed to the gen- 
eral public of the entire United States. 
Its purpose will be to educate them re- 
garding the advantages of paint and 
varnish that is thinned with pure tur- 
pentine and the better and more 
lasting results obtained by using the 
best material including turpentine as 
the thinner. 


~ $300,000 
TO BE RAISED BY APRIL FIRST 


FOR ADVERTISING TURPENTINE 
TO THE AMERICAN PUBLIC 








The fund will be raised by contribu- 
tions from producers, factors, dealers, 
exporters, and distributors of all kinds 
of pure spirits of turpentine. April 
first has been set as the date for the 
completion of raising the entire 
amount and starting work on the ad- 
vertising campaign. A _ substantial 
sum has already been pledged by rep- 
resentatives of turpentine interests 
who were present at the Savannah 
meeting, contingent upon raising a 
minimum amount of $240,000. 


Hercules Steam-distilled Wood Tur- 
pentine comes in 50allon drums and 
sealed quart, gallon and 5-gallon cans, 
each bearing a printed guarantee that 
it contains pure and unadulterated 
spirits of turpentine. The customer’s 
confidence is assured. 

















HERCULES POWDER,COMPANY 


(INCORPORATED) 


956 Market Street Delaware 


Wilmington 


Producers of Hercules Steam-distilled Wood Turpentine. 
A genuine spirits of turpentine—guaranteed pure. 
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r—‘Reasonably Priced”’ 
What does it mean to you? 
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Price zs a big consideration in making a sale, 
isn’t it? When you hand a customer a piece 
of merchandise of first class quality—and can 
quote him a fair price on it—it helps you 
make the sale. It expands your confidence in 
the merchandise to be able to sell it at a 
reasonable price—and it strengthens the cus- 
tomer’s confidence in your integrity as a 


Se merchant. 


Get away from over-priced lines. Stock the 
UNION HARDWARE LINE. You'll find 
in it a nice balance between price and quality 
—and you sell it with ever growing confi- 


~ dence. It is priced to sell easily—and the 
men quality brings the customer back for more. 


Here are a few suggestion in fishing tackle. 
(You ought to have a catalog of our com- 
plete line.) You can look any fisherman 
straight in the eye when you talk quality 
and quote prices on this equipment. And 
your confident attitude will sell him. 








UNION HARDWARE LINE 
also includes: 


Rules Levels Miter Boxes 
Hack Saw Frames Nail Pullers 
Gun Implements Screw Drivers 
Chisels Nail Pullers * Roller Skates 

Ice Skates Police Goods 


Wood Specialties 


———_— Ask your Jobber to supply you.” If he 
cannot—write to us and we will refer 


you to the nearest Jobber who will. 

















Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U.S.A. 
New York Office . ° 151 Chambers St. 
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Assortment “G”—Consisting of 18 
Brushes packed in an attractive, 
sales-producing counter display box. 
7 different styles of brushes are in- 
cluded—all fast-selling numbers. 

Assortment “K"—Similar to assort- 
ment “G"—containing 12 brushes. 





1777—Steel Wire Scratch Brush. 
A narrow brush for pattern mak- 
ers and brazier’s finishing work, 
cleaning architectural iron work, 
figured brass and small castings. 





1779—WireScratch Brush. Made 
with curved back. For removing 
paint, varnish and rust. 


A BETTER WEARING BRUSH FOR EVERY USE 









1781—Wire Scratch Brusb 
Standard Shoe Handle Brush fon 
household, auto or factory use 


A Fast Selling 


Osborn Assortment 


Put one of these Osborn Wire Brush 
Assortments on your counter and . 
watch sales and profits grow. 


These brushes are being bought 
every day for removing paint ana 
varnish —cleaning wood, stone, 
brick, metal, iron-work, foundry 
castings and rubber. 


There’s a ready sale—and a worth- 
while profit—for every one of them. 
Displayed where your customers can 
inspect and handle them, they give 
your selling effort a running start. _ 


WE OSBORN MANUFACTURING LOMPANY 


5401 Hamilton Ave. Cleveland, Ohio 


, BRANCH OFFICES: 
BReeu York Detroit Chicago San Francisco Los Angeles 
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“PHERE is more profit because there is less break- 

age”—that is one important reason hardware 
dealers everywhere prefer to handle LIBBEY- 
OWENS Flat-Drawn Clear Sheet Glass for win- 
dows. » » LIBBEY-OWENS glass is truly flat. It 
packs solidly like a single lump of glass and break- 
age in transit is therefore cut to a minimum. 
+ Being absolutely without bow, LIBBEY-OWENS 
glass can be cut either side up without danger of 
breakage from the pressure of the cutter. 7 7 
LIBBEY-OWENS glass is uniform in thickness and 
strength; there are no thin or weak spots to break 
under slight handling or glazing strains. » 7 LIBBEY- 
OWENS glass is perfectly annealed in a 200-ft. 
annealing oven. This exclusive LIBBEY-OWENS 
process gives the glass an even temper and strength 
and insures its freedom from internal strains and 
brittleness. » » There is no finer sheet glass for 
windows than LIBBEY-OWENS “A” quality flat- 
drawn clear sheet glass. It is paper packed with 
white water-marked paper between the lights 

— and each individual light bears the 

familiar LIBBEY-OWENS label. 


LIBBEY-OWENS Flat-Drawn Clear 
Sheet Glass is the first window 
glass to be nationally advertised 
to the consumer. Progressive 
dealers everywhere are cashing 
in on the interest aroused by this 
advertising—and you, too, are 
urged to take advantage of it. 


THE LIBBEY-OWENS SHEET GLASS CO. 
TOLEDO, OHIO 








VEVTTTIITNY 


LESS BREAKAGE 
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PAGE PERFECTION FABRIC 
Made in heights of 36, 42 and 48 inches 
The universal demand for this design is 
positive proof of its popularity. Note the 
small space between pickets at the bottom 
of the fabric—leaving no foothold for chil- 
dren to climb on, and making it dog, cat 

and chicken proof. 


GET 
SPRINGTIME 


PAGE ECONOMY FABRIC 


Made in heights of %, 42, 48, 60,72 and 8 in. 
Page Economy Fabric, although moder- 
ately priced, meets every requirement for 


utility and durability. Unless otherwise 


specified, fabric is furnished in plain gal- 
vanized finish. When desired, the galva- 
nized fabric can be furnished painted green. 
There is a slight extra charge for painting. 


Every Spring there is abrisk stocking and displaying Page. Its 
demand for fence to protect handsome appearance and 45-year- 
lawns and gardens. old reputation for quality make 
You can profit it a rapid seller and good profit 



















_from this de- earner. 





PAGE STEEL 
and WIRE COMPANY 


Bridgeport, Connecticut 
FENCE DEPARTMENT 


District Offices: 
Chicago New York Pittsburgh San Francisco 


AnA iate Company of the 
American Chain Company, /ncorporated 





In Canada: 
Dominion Chain Company, Limited 
Niagara Falls, Ontario 








PAGE 
LAWN FENCE 








mand by Page Lawn Fence is made in two 
styles to meet different price re- 
quirements. Your name and ad- 
dress will bring complete infor- 
mation, prices and the name 
of your Page distribu- 

tor. A letter today 
will help you 
profit from 
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ACCO Tie-out or Picket 
Chains are made in 
lengths of 20 to 50 feet, 
with a swivel every ten 
? eet. Each complete 
chainin separate package 








Porch Swing Chains 
Hammock Chains 
Sash Chain 

Dog Leads 








. aay | 1S the season to 
sell ACCO Fie-out chains 


Continue to feature ACCO Farm Chain Specialties. ACCO Tie-out 
Chains are especially seasonable this time of the year. Many farmers 
and small town folks have need for one or several tie-out chains. 
ACCO Tie-out Chains are strong and durable—much superior to rope. 
Look over your other chain items too. Porch Swing and Hammock 
Chains, Trace and Harness Chains, and other ACCO Chains are all 
profitable and worth your attention. Merchandise ACCO Chain Prod- 
ucts now, while the farmer and home-owner is thinking of 
spring repairing and “fixing up.” 
AMERICAN CHAIN COMPANY, Inc. 
Bridgeport, Connecticut 


District Sales Offices: 
Boston Chicago New York Philadelphia Pittsburgh San Francisco A pacouey oe t 
In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario \ oud tn 
_—— s Largest Manufacturers of Welded and Weldless Chains for all for Your Safety 
Purposes and makers of the famous WEED Automobile Accessories 





ACCO Chain Specialties 





DS 





Dog & Kennel Chains Plumber and Safety Chain Butt Chains 

Wagon Chains Log or Binding Chains Heel Chains 

Coil Chain, Welded and Well Chain Breast Chains 
Weldless Trace Chains Halter Chains, etc. 





& 

















32 oi HARDWARE AGE for MARCH 22, 1928 


; «ae 
. 
oar Se 
e.g 
° ’ i if 
te we ft : 7 
~ 
ro Bagh 
~ 5 
pi 
. 


KG Genuine 
| css Meisselbach 
wf Level Wind 
Reel — $5! 


‘© gee Meisselbach skill and facilities could produce such a remarkable 


reel at such a low price. 












The $5 Level Wind has Permo end plates in attractive green, red, brown 
or black (optional), double handle, closed line guide, everlasting bearings 
of phosphor bronze, one-piece reel seat of solid brass nickel plated, brass 
hub, nickeled silver spool flanges—in other words, the same important fea- 
tures as those that distinguish the most expensive reels made. 


Here is a reel that, like all Meisselbachs, will last for a lifetime. There 
is nothing on it to rust, nothing to get out of order. 


Here is your chance to obtain a genuine Meisselbach with all the latest 
improvements and refinements, a reel backed by a 40-year reputation, and 


all for $5. 


Here's the ideal leader for your 1928 line—popular price, attractive 
appearance, remarkable value, a famous name. See your jobber or write us 
today for samples, discounts and full information. 


The A. F. Meisselbach Mfg. Co. 


Division of The General Industries Co. 
Elyria, Ohio 


Phil. B. Bekeart Co. 
717 Market Street 


San Francisco, Calif. 


eisselbach 


Louis Williams & Co. 
Nashville, Tenn. 


Far Western Representative Southern Representative 
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HE fixture recommenda- 
tions of your retailers’ 
Association read like a de- 
scription of Lupton Steel Hard- 
ware Store Equipment. This is 
because Lupton Equipment 
was designed only after a most 
thorough research into the re- 
quirements for successful hard- 
ware merchandising. 


Lupton Display Cabinets, Dis- 
play Tables, and other store 
fixtures are of the correct size 

and color to give selling dis- 
play, of the correct arrange- 


Sia for maximum 
sales in minimum time 


DAVID LUPTON’S SONS COMPANY 
2211 E. ALLEGHENY AVE. 
PHILADELPHIA 






ment to fit in with any mod- 
ern system of stock control, 
and are made in standard 
units which you can install 
a few sections at a time at 
low cost. 


Without any obligation on 
your part, Lupton will gladly 
send a man to talk with you 
about a more efficient layout 
for your store and give you de- 
tailed costs on installing Lupton 
equipment. Let us send you 
Catalogue 882 which gives 
full information. 
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33 gauge filler 
No. 34 gauge warp 
18 Mesh, No. 34 gauge each way 
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Wickwire Bronze 


No. 
Wickwire Pr 
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12 Mesh, No. 33 gauge each way 
14 Mesh, No. 33 gauge each way 
Our other Brands Screen Cloth 
Cortland Black Enameled 
White Metal Finish 


16 Mesh 


18 
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The Norwich 
Ball Pein 
Hammer 


Maydole offers a new, popularly priced 
line—the Norwich—second in quality 
only to the genuine Maydole—with drop- 
forged tool steel head and handsome, 
walnut stained, second-growth hickory 
handle. A truly wonderful value, bound 
to be a volume seller. In five weights— 
12, 16, 20, 24, 32 ounces. Order from 
your jobber. 














Good 
To Sell 


Since David Maydole fashioned the first adz-eye 
hammer, eighty-five years ago, Maydole has been 
steadily building a —- for honest and 
enduring value. 


Today not a carpenter, a mechanic, any man who 
knows good tools but will tell you that the May- 
dole Hammer has no superior. 


That’s why Maydole Hammers are good to sell— 
and why it pays to tell them you sell them. 


Your jobber will promptly supply you with stand- 
ard assortments or any styles or weights out of a 
complete range. Write us for Catalog. 











a HAMM y of ole 


Hasieoers 


The David Maydole Hammer Co..Norwich NY 





1636A 
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REZNOR 
ORTHORAY 








No. 1010 
A heater of substantial lines and inherent beauty that for more than a 


year has demonstrated there is a real demand in the ultra-fine higher 
price field. A classic among modern heaters. 


A Great Line of Gas Heaters 


N advertising campaign to surpass even the high 
success of last year—a direct intensive drive to 
bring sales right inside your doors. There will be still 
increased power, greater sales, more certain profits 
for you—in the 1928 line of Reznor Orthoray, the 
world’s greatest gas heaters. 


There is a new momentum, a steady upward swing 
to Reznor Orthoray sales all over the country. Your 
share, with quick turnover and ready profits is yours 
when you put Reznor Orthoray on display. 


There are spring sales to be had—in volume! Just 
put Reznor Orthoray on display and see. 


Our new catalogue will be ready 
soon. Write for your copy. 


REZNOR MANUFACTURING COMPANY 
MERCER, PA. 











The mark of 
approval and 
assured safety 
in gas appli- 
ances. 














Bigger ! 


Another intensive drive, 
an advertising campaign 
to swing your sales up 
and up. Tie to Reznor 
Orthoray in 1928. 





No. 1210 
One of the 1928 additions 


that has early merited and won 

a hearty welcome among the 
growing circle of Reznor - 
Orthoray dealers. There is a 
Reznor Heater to meet every 
purse and purpose. 
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‘te drew the crowds 


on Broadway 
They'll draw them 


to your store 


lth, 
ope 


Vollrath Ware in Colors has 
struck the public fancy as no 
other kitchenware ever has! 











Two-Color Harmony 


Vollrath Ware in Colors comes in the following beauti- 
ful two-color combinations: Apple Green, with Ivory 
lining —Delft Blue, with Tan—Mandarin Red with 
Vollrath Gray —Tangerine, with Indian Yellow— 


(7: morning not long ago the 
crowds on Broadway saw a 
sight they had never seen before. 

It was in the big display win- 
dows of one of the biggest depart- 
ment stores in America. Upto that 
time these windows had displayed 
gowns, furniture and luxury mer- 
chandise. 

That morning, they were full of 
pots and pans! 

And Broadway looked and looked 
and looked—for a whole week. 

There was not only one window 
but five to look at. 

Each showing a different color 
scheme for kitchens. And each 
color scheme was built around 
Vollrath Enameled Ware in 
Colors! 

Never before had anything 
like it been seen from the side- 
walks of greater New York. 

Nor inside the store either 
...for the crowds went inside to 
see more, to find out about sizes, 


other items,other 





Vollrath Gray inside and out, with Red trim... all in 
addition to the standard white ware, with blue bead. 








colors, prices. 

This featuring 
of Vollrath Ware in Colors gave a 
big impetus to sales in the entire 
house furnishings department. Sales 
of standard white Vollrath Ware 
went up in volume, too. 


Two-Color Harmony 


In Vollrath Enameled Ware in Col- 
ors woman's natural love of color 
meets its fullest gratification. For 
here are blended, in perfect har- 
mony, two or more colors in every 
utensil—exteriors of one color, 








with linings of a harmonizing hue. 
Many enameled wares have colored 
exterior surfaces but with only the 
ordinary white lining. 

If you are looking for something 
to stimulate interest in Areal house 
furnishings department .‘¢ . if you 
are looking for something new with 
which to attract people into your 
store... and if you want a line of 
merchandise with a pw// in it such 
as you have never witnessed before 
—put in a display of this new 

Vollrath Ware in your win- 
dows and see the results. 

Our salesman will be glad 
to give you full particulars. 
Or write us, and we will see 
that you get the whole story. 


THE VOLLRATH COMPANY 
Established 1874 


Sheboygan - Wisconsin 
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POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving 


et” PAA AA GP AED AC ME i re ae 


Light 
and 
Dark 
Finish 


GALVANIZED STEEL WIRE Cust 
IncAl Grades 


men for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. 












~ How Many Shovels are Bought 
in Your City Each Year? 


(COME to think of it, shovels ought to be one of the 


| biggest selling items you carry. 













Can you imagine a home without at least one shovel 
| in it? And maybe two or three—a furnace scoop, a 







garden spade and a snow shovel, for instance. For 
every factory you can figure half a dozen up to half a 
hundred shovels. The local coal yards, contractors and 
builders wear out a good many shovels a year. There 
never was a farmer that didn’t own a shovel or so. 













Come to think of it, there are just two kinds of men 
who don’t buy a shovel every now and then—the 
family man who lives in an apartment house and the 
bachelor who lives at his club. 
















isn’t your “turnover” larger than it is?) We don’t know. 
But we can make a shrewd guess. 





With all the shovels being bought in your city, why 





The shovel business is so split up among a number 
of dealers—each selling a shovel no better than 
another—that nobody gets enough to brag about. 













“All right,” you say, “What's the answer’ ? 


WYOMING - 


RED EDGE 


SHOVELS 


We Spent 50 Years Learning 
to Make One Grade of Shovel 












The WYOMING SHOVEL WORKS, Wyoming, Pa. 















Here’s the Answer 


If you happen to be progressive—get 
some Red Edge shovels and display 
them in your store. Also get some Red 
Edge literature and study it. That will 
be well worth while because it is good 
literature—not boastful, but truth tell- 
ing. Better still of course would be to 
have a Red Edge salesman call on 
you. In either case you would be 
fitted then to tell your visitors about 
a really good shovel, and get a few 
of these visitors started as Red Edge 
customers and they will do the rest. 





















No. 161 
Plain Back 
Round 
Point 





The main idea is to put the Red Edges where 
your customers and passers-by will see them. 







Pass the word to the boys behind the counter 

2 that when a customer asks for a “shovel,” they 
o. 31 ° 

iin Reid are to sell him a Red Edge. 












Before you know it, people will begin to get the 
idea that you are the local “Red Edge man.” 
And that’s a reputation worth having. 


Aside from the fact that Red Edge is a better 
shovel—it is the only shovel that is nationally 
advertised. It is the only shovel that thousands 
of your fellow citizens know by name and 
reputation. 














There’s a lot of shovel business in your city. 
Why not make a bid for it? 


WYOMING 


RED EDG 


SHOVELS 


on Ney 18! We Spent 50 Years Learning 
a to Make One Grade of Shovel 


Shovel 




















No. 351 
Household 
Furnace 
Scoop 







Made by The WYOMING SHOVEL WORKS, Wyoming, Pa. 
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sS Iry these 
~ Three Yard Sticks 


on 
NICHOLSON 
FILES 


Three things really count in deter- 
mining a file’s value: how much 
stock will it remove in the required 
manner; how quickly will it do this 
work; for how long a period will 
the file keep on doing it? 


If you will try these three yard 
sticks on Nicholson Files, the re- 
sults will not leave the slightest 
doubt in your mind as to the ad- 
vantage of selling our brand. 


NICHOLSON FILE COMPANY 
Providence, R. I., U. S. A. 


—A File for Every Purpose 
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CAN YOU OVERLOOK 

















To Attract New 
Customers! 


Included in the great Atkins Sales Plan this year is 
a wonderfully complete idea to bring many new 
customers into your store. Without going ‘into all 
the details of Atkins Demonstration Plan, we want 
you to appreciate that it includes letters to selected 
lists of men who will be valuable customers for you. 
It includes features in your store which will make 
it a center of attraction to men like those shown in 
the picture—men who buy and use better saws and 
tools. 


An Atkins Silver Steel There is no “theory” about the popu- 


Saw costs just a few . : 
j i larity of Atkins Saws. Can you over- 


s cents more than a cea 
saw, but Oh, what a dif- look this evidence? 


ference in cutting ef- 














ficiency. z 
E. C. ATKINS & COMPANY 
ESTABLISHED 1857 The Silver Steel Saw People ciiniie 
om a er 
Atlanta Minneapolis a sua Portland i 
Chieago Paris, France New Orleans Vancouver, B. C. eee 


Memphis New York 
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In This Issue 


F vob: HARDWARE AGE pre- 

sents a generous list of sub- 
jects of timely interest to the 
hardware man. In addition to 
the eight pages devoted to the 
subject of paint and paint acces- 
sories, there are the letters deal- 
ing with the guarantee of tools 
which is being given so much at- 
tention these days. There is a 
report of the Hardware Coun- 
cil and the other features by 
special writers that have become 
so popular among our readers. 


Read What They Say 
About Us: 


We like Harpware AcE better 
than any other trade paper. 
*Very truly yours, 
MissouLaA HARDWARE & 
PLUMBING Co., 
(By) M. S. Costigan, 
Missoula, Mont. 


I am inclosing check for Harp- 
WARE AGE for one year. I didn’t 
realize when we sold our business, 
Bramer, Morgan & Reding, that I 
would miss your paper so much, I 
suppose, reading it for the past thirty 
years, it got to a point where I did 
not realize how much it meant to 
me, but I wish to be put on your 
list again. 

Yours truly, 
H. M. Morcan, 
Attica, N. Y. 
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SELL 











Stand Occupies Only 
EN IN 





BRUSHES 
LIKE 


“HOT CAKES” 


A SILENT BRUSH SALESMAN that will double— 


treble—your brush sales! 


Holding an assortment of 18 BURTON'S BOSTON BRUSHES, 
here is a brush display stand that will work for you every day of 
the year. Placed cn the counter af the point of sale, it offers an 
irresistible appeal to that buying impulse—and will double, yes 
treble, your brush sales. 


Standing out forcefully—attractively, BURTON'S (new) brush 
display stand is a positive and quick attention-getter. Your 
customers are bound to see them, and, once seen, BURTON'S 


BOSTON BRUSHES sell themselves. 





Stand has six panels, finished in four colors, each panel 
displaying three brushes with their names and priced to 
include dealers’ mark-up, protecting the dealer against 
competitive price cutting. It revolves at the touch of 
the hand and occupies very little space. Height 40”— 
Width 10”. 


BURTON'S brush display stand is delivered to dealers who 
purchase our Salesmaker-Display assortment consisting of the 
following: 








Quantity Brush Retail Price Total 
6 3” Star Wall $ .50 $3.00 
3 3, Star Wall 75 2.25 
6 4” Crow Wall 1.00 6.00 
3 4” Bud Wall 1.50 4.50 
3 4” Onyx Wall 2.00 6.00 
3 314” Phoenix Wall 1.25 3.75 
6 14” Standard Sash 50 3.00 

12 1” #15 Varnish .20 2.40 

12 114” #15 Varnish 30 3.60 

12 2” #15 NMarnish 3 .40 4.80 

12 14” Lacquer Brushes 50 6.00 
6 2” Lacquer Brushes, 75 4.50 

12 #2 Blue Boy Varnish Fe 9.00 
6 #3 Blue Boy Varnish 1.00 6.00 

12 #2 +200 Steel Bound Varnish 50 6.00 

12 #+3 +200 Steel Bound Varnish 75 9.00 
6 +4 +200 Steel Bound Varnish .90 5.40 
3 +5 +200 Steel Bound Varnish 1.10 3.30 

Total selling price $88.50 
Cost toe dealer 57.50 
Profit $31.00 


Additional information gladly furnished. Write 


BURTON-BOSTON BRUSH CO. 122 HARVARD ST. CAMBRIDGE, MASS. 


Churton s Boston Cprushes 


MADE SINCE 1844 
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TRADE WINDS 


By Llew S. Soule 











VERYWHERE we hear loose talk about thie 

EK producer. Everywhere the producer is referred 

to as “the only human in the universe who is 
worthy of consideration.” 

All others are referred to as “parasites”—blood- 
suckers on the parent trunk. We've heard about this 
rare bird, the producer, so often lately, that we are 
woozy on the subject. We’ve listened to the term 
parasite until we wonder if the whole world isn’t about 
ready for fumigating. 

First, it’s the middle man—in hardware circles we 
call him the jobber. It’s hard enough to be called a 
middle man without tacking the word parasite onto 
him. But according to wild-eyed orators and frenzied 
writers, he is not a producer. Therefore he must be 
a parasite. 

Next comes the retail merchant. Apparently it 
isn’t enough to label him profiteer, even though his 
profit is so small he can hardly see it with a micro- 
scope. No—he doesn’t produce, according to certain 
uninformed and zealous fanatics, therefore he comes 
under the parasite heading. It makes us wonder just 
what a producer is. 

Webster defines a producer as “one who produces, 
brings forth or generates.” We are unable to find 
wherein it says or implies that the producer must 
produce only things of a physical nature... If he 
generates an idea, he is a producer. If he brings forth 
a service, he is a producer; if he does anything that 
fills a need or a desire, he is a producer. 

Tc our way of thinking, any man who brings. forth 
or lelps to bring forth anything that is valuable to 

_others, is a producer. He produces something that 
somebody wants, even though he doesn’t run a trip 
hammer, dig for coal, or hoe corn. 

The man who operates a retail store is a producer. 
He brings forth merchandise from the four corners 
of the earth, and places it at the easy disposal of 
people who need or want it. He produces a store, 
without which the average community would be a 
decidedly unpleasant place in which to live; he pro- 
duces a service, without which the miner, the farmer, 
or the mechanic would find it mighty difficult to ac- 
quire the tools for his own kind of producing. 

Is there anything about that which suggests the 
term “Parasite”? 


Paging the Producer 


And how would the merchant fare if it were not 
for the wholesaler, or some one to take his place? 
Can you imagine the average retailer having to pick 
up the items of his stock from several thousand manu- 
facturers scattered from one end of the country to the 
other? His bookkeeping alone would drive him crazy. 
His postal and express bills would swamp him. His 
over stocks in some lines would cripple his resources 
and slow up his turnover. His “outs” would drive 
customers away and undermine his prestige. A con- 
dition without the wholesaler might even put some 
retail dealer into a position where they no longer 
would be producers. 

The. manufacturer makes the goods. Nobody doubts 
that he is a producer. But—what would the manu- 
facturer do if there were no jobbers and no retailers? 
He might sell his goods to the consumer through cata- 
logs, but in doing so he would have to assume the 
functions and overhead costs of the jobber and the 
retailer. He would have to carry the stocks, ship in 
small quantities, handle a myriad of accounts, and 
stand thousands of smal} losses. 

He might sell from house-to-house through ped- 
dlers, but he would still have to carry the stocks and 
accounts, pay salaries and expenses of canvassers, 
and. take a thousand chances of fraud or misrepre- 
sentation daily. . 

Every home would be burdened with catalogs and 
besieged with bell ringing salesmen. No, the whole- 
saler and the retailer of merchandise are not parasites. 
They are producers—producers of services which are 
wanted, needed and worth money. If they do their 
work properly they will always be wanted, needed 
and worth their price. 

Is the banker a parasite? Are the judges of our 
courts parasites? Is the president of the United States 
a non-producer? Why pick on the men who make 
merchandise available to those who need it in order to 
live and produce? 

The next time some long-haired fanatic begins pag- 
ing the “Producer,” stand up and take your bow with 
the rest. The chances are that the fellow who calls you 
a parasite may be living off some “parent-trunk” him- 
self. 

Let him rave. Do your job in a productive way, 
and let results speak for themselves. 
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CARL HOFFMAN 
Vice-President 


A. L. STEINKE 
New President 


GEORGE 8. WHEATON 
Retiring President 


Minnesota Dealers Study Merchandising 


OR four days approximately 
1200 Minnesota hardware deal- 
ers discussed merchandising 


problems at the 31st annual conven- | 


tion of the Minnesota Retail Hard- 
ware Association, held in Minneapolis 
Feb. 21 to 24, inclusive. The entire 
program was molded very closely 
alorig the lines of the meeting of the 
National organization held at Mac- 
kinac Island last summer; the same 
subjects being reported upon in the 
same manner by committees of deal- 
ers. In addition to these compre- 
hensive committee reports, one of 
which was given and discussed by the 


dealers in attendance at each of the | 
five sessions of the convention, there | 


were two instructive addresses and 
a talk illustrated with stereoptican pic- 
tures showing various types of store 


arrangement, store equipment and | 


store fronts. 


Hobart R. Iil., 


Beatty, Clinton, past 


president of the National Retail Hardware | 


Association, was in attendance during the 
entire convention. On the first day he 
made a short address, in which he outlined 
the purpose and services of the State and 
national hardware associations, and at the 
close of each session gave a summary of 
that session, stressing the high lights that 
had been brought out in the discussions. 
In his address, which opened the con 
vention program, President George S. 
Wheaton, Minneapolis, sounded the key- 
note of the meeting when he said: “The 
year just closed has been called a year of 
‘profitless prosperity.’ Every line of busi- 
ness has suffered to some extent, some 
more than others. The fact that he is deal- 


ing with necessities, and that his stock is 
not of a perishable nature, has made the 
hardware merchant conservative; but the 
time has come to change our methods, to 
meet the changing buying habits of the 


| 


| 








Principles 


people. No hardware business will be alive | 
in 1940 which fails to realize this. To | 
meet the new competition, the hardware 
men of the city, State and nation must 
work more closely together, not for price 
combinations or monopolies, but to solve 
our common problems.” 

C. H. Casey, secretary and treasurer, in | 
his report which followed, gave a review | 
of the association activities and spoke to | 
some length on jobber competition and in- 
stallment selling. In this latter connection 
he said: “We do not advise you to abso- 
lutely ignore selling certain lines on the 
time payment plan, but we urge you to 
use good judgment, in selecting your cus- 
tomers, in determining the length of time 


} 
| 
} 





HOBART R. BEATTY 
Past President N. R. H. A. 


you will give and the amount of down 
payment you will accept.” 

The first committee to give its report 
was on the “New Competition” and con- 
sisted of N. E. Given, Bemidji; R. B. Pye, 
Faribault, and G. G. Grunert, Northfield. 
In this report, which was read by Mr. 
Given, as chairman, the evolution in buying 
habits was followed, showing the various 





kinds of competition which have developed. 
Extracts from the report were: “The hard- 
ware merchant has always been a service 
merchant, a man close to his community, 
and in touch with its growing needs. He 


| has loaned credit, extended service, and 


adapted his methods and hours of business 
to the needs of his customers. He has 
worked early and late for their convenience 
and often with small compensation for his 
efforts. 

“But while still supplying nails, strap 
hinges, hammers, hatchets, nuts and bolts, 
just as they did twenty-five or thirty years 
ago, modern hardware stores display such 
a variety of goods as was hardly dreamed 
of in that early day. Throughout all these 
years the business of retailing has ex- 
panded as rapidly as the wants of the peo- 
ple multiplied. But in the most part the 
evolution has been gradual; changes were 
not drastic or sudden. 

“The* methods which occur in the dis- 
tributive efforts of manufacturer, jobber, 
and large metropolitan hardware retailers, 
culminating in the final stage of getting 
the goods to the consumer, rest most heav- 
ily upon the retailer, and with other prob- 
lems which have arisen place him in the 
most acute competitive position he has ever 
experienced. 

“However, the problems of the retailer 
and the application of a solution by him, 
remain the major problem of the whole- 
saler and manufacturer. In this the travel- 
ing salesman must play an essential part. 
Through his long acquaintance and fre- 
quent contact with the retailer he is a most 
important factor for our constructive work. 
But the traveler needs the thoughtful di- 
rection of his superiors if much is to be 
accomplished through him. 

“In view of the drastic changes which 
have come in the buying habits of the pub- 
lic, and in our whole mercantile structure, 
it is no wonder that some hardware mer- 
chants may not have fully adjusted trem- 
selves to the new situation. The very ra- 
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ture of their goods and the thought that 
they sell necessities tends to make them 
conservative, slow to change. 

“Too many have thought their jobs 
merely as supplying things people have 
always needed and always will need, with- 
out any consideration of the evolutionary 
events that have transpired and the new 
buying psychology of the public. Some 
may even have been a bit suspicious of the 
newer methods of buying and selling and 
prone to complain of these agencies for 
taking the business which they conceive 
should, by some right, belong to them.” 

On Wednesday forenoon another com- 
mittee, composed of V. G. Wedge, Sauk 
Center; Dan Billman, Minneapolis, and 
Forrest Babcock, Anoka, reported on the 
subject, “Arrangement and Display.” After 
describing the typical old-time hardware 
store with its inconvenient and sale ham- 
pering arrangement, the report made many 
recommendations for the proper display of 
merchandise. Part of these recommenda- 
tions were: 

“Attractiveness—Until recently attrac- 
tiveness has been considered almost solely 
as pertaining to window displays. How- 
ever, the entire interior of the store, or at 
least the sales portion of it, should be con- 


sidered as a large display window and | 


every effort made to keep the whole inte- 
rior display and arrangement of the mer- 
chandise on a par with attractive windows. 

Accessibility—Much buying today is done 
on impulse. 
seeing and handling the merchandise. 
Hardware retailers have too long held to 
the old idea that goods must be covered, 
which makes them inaccessible to handling 
and often out of sight of the.customer. It 
has been said with much truth that we give 
too much thought to storing goods and not 
enough to displaying them. 

“Efficiency—It does not necessarily fol- 
low that because merchandise is placed 
according to the merchants ideas it will 
sell. He should know, or learn, whether 
or not it does sell, and change displays 
when it is found that results are not be- 
ing produced. 

“Quick Service—Delays result in dis- 
satisfaction and lost sales. So the func- 
tion of arrangement and display should be 
to make quick service possible. This is not 
only necessary from the standpoint of cus- 
tomer service, but it affects very vitally 
the item of salaries, the largest item in the 
retail stores expense budget.” 

Also at this session Ralph Carney, of 
the Coleman Lamp Co., Wichita, Kan., 
gave an address, “Welding the Weakest 
Link,” which was-a plea for better hard- 
ware store clerks. He pointed out the im- 
portance of the retail clerk in the whole 
program of distribution of merchandise, 
stating that everything depended on that 
final sale in the store to place the merchan- 
dise in the hands of the consumer, and if 
the clerk failed, the efforts of the manu- 
facturer, the wholesaler and the retailer 
were wasted. He concluded his address 
with the following advice to the store own- 
ers present: “If you have to pay a little 
less attention to other phases of your busi- 
ness in order to pay attention to your 
clerks, give your clerks first consideration. 





The impulse is prompted by | 





Don’t take them for granted. Let them 
feel that their position is of some value, 
of some responsibility. Let your clerks 
feel that their vocation is just as high as 
any other. Consult your clerks sometimes 
on matters of procedure and selling policy. 
Let them occasionally work out their own 
ideas. Instead of having. your clerk feel 
that he is just a sort of a porter, and you 
the boss, let him feel that the success of 
the store depends upon his completing the 
final process of making a sale.” 
“Merchandise and Merchandising” was 





CHARLES H. CASEY 
Secretary-Treasurer 


the subject of the report given at the 
Thursday session by a committee consist- 
ing of Henry Leitschuh, Sleepy Eye; D. H. 
Evans, Tracy, and Fred Rockwell, Red 
Wing. Extracts from this report were: 
“A community’s preference for a store, 
like a store’s reputation for quality and 
values, keeps it busy or makes it a failure. 
In few cases are customers forced to come 
to your store. Others can sell most of the 
goods and can give as good service or 
value. But the store that has what people 
want, and will sell it to them the way they 
want to buy it, giving reasonable service, 
will get the business. You will find, too, 
that the goods you sell the most are the 
ones you know and understand the best. 
If you knew all of your lines as well as 
you know some of them, you would make 
more and better sales. 

“Advertising, whether national or local, 
familiarizes people with products and helps 
to establish customers’ preference through 
confidence in the article. 

“Stock turn has often been over-stressed. 
Rapid turnover is desirable and means 
profit if each sale carries some profit. A 
six-time turnover at 1 per cent profit 
makes 6 per cent, but a twelve-time turn- 
over at no net profit leaves nothing. There 
is grave danger of going too far in striv- 





ing for turnover, both in that there is a 
point where gain on sales disappears, and 
that small stocks are often depleted and 
sales lost before more can be secured, Not 
only must the successful merchant plan 
for sales with intelligence, but this plan 
must constantly be checked to care for 
changes in the trend of sales due to 
changes in living conditions, increase or 
decrease in trading area, prosperity of the 
locality and new competition that ‘must be 
met.” * a 
L. H. Buisch, of the National Cash Reg- 
ister Co., Dayton, Ohio, the second out- 
side speaker of the convention, gave at 
this session an address on “Planning 
Ahead,” in which he advised the dealers 
to use more care in charting their busi- 
ness and stressed the néCessity of accurate 
records. 

At the afternoon session on the same 
day, a committee consisting of H. W. Ad- 
dison, Marshall; John Griebler, Alexan- 
dria, and H. M. Gardner, Minneapolis, 
vave a report on “Organization and Man- 
agement” in which was covered some 
topics as financing the business, knowledge 
of stock, salesmanship, buying knowledge 
of sources of supply, employees and com- 
munity activities. In touching upon the 
phase o7 seiling the report stated, “A great 
many merchants neglect the importance of 
selling. They should so manage their 
business that they can give considerable of 
their own time to sales. They should see 
to it that their clerks are trained to know 
and understand the goods that they are to 
sell to others, and be impressed with the 
importance of their efficiency in this re- 
spect. Salesmanship cannot be stressed too 
much because it is the one important 
thing on which success of any retail busi- 
ness depends. All profits come from sales 
and it is the duty of the management of 
any business to look after the sales ability 
of the store’s help.” 

In speaking of the store employees, the 
report gave, “A merchant should care- 
fully select and train his employees. They 
should be men of character, because char- 
actef inspires confidence. Ability to sell is 
essential but there should also be ability 
for stock keeping. Employees. should be 
carefully trained, for a merchant cannot 
expect the best results if he leaves the 
method and plan of procedure entirely to 
chance.” 

A committee consisting of A. W. Groth, 
Belleplaine; George Panian, Spring Val- 
ley, and George Herried, Deer River, on 
the last day of the convention gave a re- 
port of “Business Control.” With the aid 
of work sheets the plan of budgeting 
sales, expenses and purchases, as advocated 
by the National Retail Hardware Asso- 
ciation, was explained in detail. 

Following this discussion, the reports of 
the various convention committees were 
made and the following officers were 
unanimously elected for the coming year: 
President, A. L. Steinke, Pipestone; vice- 
president, Carl Hoffman, St. Paul, and 
Albert Wynn, Windom, as new member 
on the board of directors. The first offi- 
cial act of the new board of directors was 
to reelect Charles H. Casey as secretary 
and treasurer. 
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“Concealed Liabilities” 


By Saunilore Norvell 


MBITIOUS young men, no doubt, think it is very 
difficult to get into business for themselves. I 
wonder how many of these young men have ever 

thought, after one has been in business for himself, how 
difficult it is in these days to get out of business! Of 
course, you can sell out. That supposedly is the end of 
the matter. But if you think this how far wrong you 
are! Even when you have sold out; when you have 
made just as clean a sale as it is possible to make with the 
best legal advice and practice, the tentacles of the old 
business, like an octopus, still hold you. There doesn’t 
seem to be any escape. Now, let me tell a little story of 
a man who sold out and who thought he was out, but 
still finds he is in. 

This business was sold, as stated above, with the best 
legal advice and for cash; the cash consideration paid ; 
everything was lovely. But in the sales contract there 
was one little clause that was like the fly in the ointment. 
This clause read that “the sellers guaranteed the buyer 
against concealed liabilities.’ Such a clause is only 
natural and to be expected. The buyer could not be ex- 
pected to take over all liabilities that were not on the 
books and about which he knew nothing. (If you are 
a buyer of a business, do not fail to get that little clause 
in your buying contract—if you are the seller of a busi- 
ness, try and forget that clause. If the buyer doesn’t 
think of it, do not allow your lawyer to remind him of it. ) 

Now, on account of this clause, a good friend of 
mine recently enjoyed several interesting days in court. 
This friend was very busy; he had a lot of work to do, 
hut a concealed liability developed in the business he had 
sold and this liability took the form of a suit for $10,000 
—mainly in damages. The suit, naturally, had to be de- 
fended. This defense not only consumed time and 
thought, but it also meant lawyers’ fees, and, in the end, 
it meant a settlement. It was all very troublesome, and 
the joke of the thing was that the man who was sued 
knew nothing about the facts until he sat in court and 
heard the witnesses tell all about them. It was interest- 
ing for him to sit and learn of things that had transpired 
in 1924—four years ago—for which he was responsible ; 
for which he was liable ; and about which he knew nothing 
whatever. So I thought this story might interest you as 
it certainly interested me. 

Let.me tell it without any bias or prejudice, giving 
both sides just as fairly, justly and clearly as I can, 
then I wish you, as you read the story, to put yourself 
in the place of a juror and make up your mind how you 
would have decided the case if it had gone to the jury. 
The jury never did get the case, but I have wondered if 
it had got it what the decision would have been. I have 
my guess; now suppose you have yours. Of course, 
we will never know what that jury would have decided 
because, as the story tells, the case was taken out of the 
hands of the jury. 

A certain wholesale drug house here in New York 
had the sales agency for a soda water fountain. All they 
had to:do was to find a prospect, through their salesmen ; 
inform the manufacturer of the soda water fountain, 
and then they would send their experts to the prospect ; 
and the salesmen of the drug jobber and of the manu- 


facturer of the fountain, with their combined talents 
and selling ability, would try to make the sale. If the 
sale was accomplished, then the manufacturer of the 
fountain would deliver the fountain on the premises, 
employ a plumber to make the connections, and in all 
other respects start this soda water fountain on its career 
of making the thirsty happy. 

When this particular sale was concluded and the order 
signed on the dotted line, $122 was paid in cash by the 
dealer—a pharmacist—to the wholesale druggist. The 
price of the fountain was $1,100. Upon the delivery of 
the fountain another $122 in cash was to be paid, and 
after that there were a series of notes divided into equal 
monthly installments. 

The above facts were admitted by both parties. The 
lawyer for the plaintiff very clearly outlined the facts in 
his case, which, he stated, he was ready, willing and had 
the ability to prove by his witnesses. He outlined the 
cause of the suit for $10,000, and these facts I will give 
in their order. Then the lawyer for the defense, repre- 
senting my friend, arose and stated his side of the story. 
His story was that the wholesale drug house was nothing 
but a sales agent; that it had nothing to do with the 
transaction but help sell the goods, collect the money, 
secure the notes and then turn the money and the notes 
over to the soda fountain manufacturer. At the end of 
the transaction, when everything was paid, the whole- 
sale drug house would get a profit of 20 per cent on the 
transaction—10 per cent of this amount being paid to 
their salesman and 10 per cent reserve for their profit 
account. As everything complained of by the plaintiff 
was done, not by the wholesale drug house, but by the 
soda water fountain manufacturer, the lawyer for the 
defense requested and urged that the case be dismissed, 
because, it appeared, that while notice had been given 
the local drug house, the manufacturer of the fountain— 
being in another city in another State—had never re- 
ceived’ any service. This 4awyer contended that a sales 
agent, acting only within its authority to sell and collect 
the money as the agent for the manufacturer, was not 
responsible for any of the acts of this manufacturer. In 
other words, as my friend, the ex-drug jobber, under- 
stood the story the suit should have been brought, not 
against the jobber but against the manufacturer. 

After quite a discussion between the plaintiff and the 
defendant and the judge on the bench, the judge decided 
that he would not dismiss the case. In other words, it 
seemed to be the judge’s idea that the drug jobber, as 
selling agent, and the manufacturer were closely united 
and bound up in everything that took place, and there- 
fore could not be separated. When things assumed this 
situation my friend was impressed with the fact that his 
lawyer had prepared his side of the case entirely with 
the idea that the case would be dismissed, and when the 
case was not dismissed this lawyer did not seem to be 
at all prepared to defend this case on any other basis. 
When this one prop had been knocked from under him 
he had no other props to stand on. Therefore and con- 
sequently, when all these preliminaries had been fixed 
to the satisfaction of the judge, the pharmacist was put 
on the stand. He was a gentleman, small of stature, but 
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very large around the equator; he had the appearance 
of one who lived not wisely but too well. In other 
words, he was very fat and his vest buttons were under 
a constant strain. He gave his evidence in a high voice. 
He evidently thought he was in the John Barrymore 
class of actors, because he assumed the pose of one who 
had been grievously sinned against, and in several parts 
of his evidence he choked, tears came to his eyes, and 
he used his handkerchief profusely. At times he even 
arose from his seat and actually screamed in a high 
falsetto voice when he described all the things that had 
happened to him. 

Now, this is what happened, according to his story: 
He bought the fountain ; he signed the contract ; he paid 
$122, and the fountain was installed and he put it into 
use; he filled the ice cream receiver with ice cream— 
there were several flavors of ice cream in several com- 
partments ; he filled the fruit containers with fruit syrups ; 
a high-pressure tank was installed in the basement of the 
store, and the neighborhood rejoiced in chocolate sun- 
daes and other beverages. But when the jobber salesman 
called and asked for the second payment and also to have 
the notes signed, then the corpulent gentleman said, 
“Nay, nay; this fountain leaks.” When an investigation 
was made common ordinary individuals could not tell 
whether the fountain was actually leaking or whether, 
it being in the good old summer time, the fountain was 
just sweating! But it must be admitted that there were 
wet spots on the floor and the little fat man could not see 
his way clear to pay the installment or to sign those 
notes. Then the jobber salesman made numerous calls 
to try to make an adjustment. The manufacturer sent 
a plumber on several occasions and he attempted to fix 
the fountain to the satisfaction of the pharmacist. This 
pharmacist, notwithstanding the fact that the fountain 
was in active use every day, could not be satisfied that the 
fountain was in 100 per cent working order, and there- 
fore he continued to refuse to pay and declined to sign 
the notes. Such was the situation when, after a confer- 
ence in the sales department of the jobber (unknown to 
the principals of the business), it was decided that an 
expedition be organized to set forth in a large truck to 
visit the city of Brooklyn and “pull the fountain.” This 
expedition, according to evidence on both sides, con- 
sisted of the salesman of the jobber, the general agent 
of the manufacturer, a truck driver, a plumber and two 
assistants. They landed at the place of business of the 
plaintiff about noon. They demanded that he make 
cash payment and sign the notes. He declined on the 
ground that the fountain still leaked! They then called 
his attention to a clause in the contract by which they 
were permitted, without due process of law in case pay- 
ment was refused, fo remove the fountain. The phar- 
macist gesticulated ; he ran his voice up to a high treble, 
but he declined to pay and declined to sign the notes. 
He wept and called upon all his ancestors to testify to 
his honesty and commercial purity. 

Then forthwith the plumber for the manufacturer 
proceeded to detach the fountain ; gas was let out of the 
gas container in the basement—it just sizzled ; a beautiful 
assortment of four kinds of ice cream freshly placed 
that morning, costing $40, was dumped out of the con- 
tainers into a receiver on the sidewalk; the delicious 
fruit syrups, just installed that morning at a cost of $55, 
were not even noticed; these syrups were carried away 
with the soda water fountain. The fat gentleman also 
said that various and sundry pieces of silverware, spoons, 
etc., also disappeared and were never heard of again. 

Speaking legally, of course, this soda water fountain 
manufacturer and this jobber were forcibly making 


away with this ice cream, these fruit syrups and this 
silverware. This was a felony, and it was being done in 
broad daylight by an organized gang of commercial 
pirates. At this part of the story the pharmacist would 
have made Lillian Gish, when it came to operating her 
tear tank, look like a novice. 

The wholesale druggist, who was responsible for all 
this, notwithstanding the financial liability which con- 
fronted him, was intensely interested in the dramatic 
side of the picture. But, gentlemen, this was not all that 
happened ; this was as nothing; this was simply a finan- 
cial loss to the pharmacist which, of course, he could 
stand, but what followed was terrible! 

In the meantime the neighborhood, all his customers, 
the women and the children, hearing there was some- 
thing doing, had gathered around his front door and with 
open mouths and staring eyes were watching the rape 
of his soda water fountain. This was bad enough. His 
personal and commercial pride were humbled in the dust. 
Never before in his life had he been so “ashamed.” But 
these buccaneers did not stop when he protested against 
what was happening to the fountain that leaked. One 
of these men (he did not know which one) struck him 
a terriffic blow just over the kidneys. He was dazed; 
he thinks for a while he was unconscious. Nevertheless, 
he did not fall down nor did he call upon anyone for 
help, nor did he go to the doctor. But later, when he 
recovered, he found his back all black and blue from the 
blow, but he did not show this back to anyone, and there 
was no witness to testify to the blow or to the facts of 
the assault. However, he was assaulted. And here he 
rose up in the witness chair, raised his arm to heaven, 
appealed to the jury, shrieked, wept and asked if there 
was justice in America and if a merchant could not only 
lose his fountain, his ice cream, his syrups, his silver- 
ware, and at the same time be assaulted at noon in the 
presence of the entire neighborhood and still have the 
culprits get away without punishment! 

At this part of the proceeding the judgt made a few 
inquiries of the witness. He inquired if anyone in that 
crowd had seen the assault. Was there a witness to the 
deed? Did he take treatment for his injuries after- 
ward? Was there a doctor? Did he show his bleeding 
wounds to anyone? What did he do immediately after 
the assault? Why did he not call the police? Did he 
not have a telephone? ‘Fo all these questions the answer 
was that he was so dazed, so hurt, and so “ashamed” in 
the presence of his neighbors that he stood and did 
nothing. The judge looked at the pharmacist with a 
long and lingering look—so did the jury. It was too 
had that his personal statement of-the assault could not 
be supported by some other witness. 

Then the salesman who made the sale for the jobbing 
house was put on the stand. This salesman had never 
been in court before; he had never been a witness; he 
had never even heen on a jury! It was a great event 
in his life—he would tell about this day to his children 
and then his grandchildren. When asked about his posi- 
tion with the wholesale drug house he averred and 
stated that he was the manager of their Fancy Goods 
Department. This sounded good! The wholesale drug- 
gist, however, sitting in the audience, wondered what the 
jury would think of a house having such a manager. 
Then he testified that he called for payments and they 
were declined ; and he asked for the notes to be signed ; 
this was refused. Upon the instructions of the manu- 
facturer he sent over a plumber to fix the fountain but 
this plumber’s best work did not satisfy the pharmacist. 

(Continued on page 99) 
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More About the Tool 


Are tool guarantees too broad? 
of dealers, jobbers and manufacturers? 
Where must it start and when? 


antee problem? 


offered on this important subject. 


of your own views. 


Not Much Abused 
rT 3 E have 


watched 
the guarantee 
situation in our 


own business for 
the past several 
years and must 
admit that we 
cannot find where 
the guarantee 
has been abused 
to any great ex- 
tent; in fact, the 
merchandise _ re- 
turned by us 
which we receive 
from our dealers 
during the year 
is so small it is of 
little or no consequence. 





H. J. FUNK 


The- past 


year our returns on defective mer- | 


chandise or so-called defective mer- 


chandise have been so small that it | 
is almost impossible to figure it out | 


on a percentage basis. 


“It is our belief that the evil | 
which is now existing can be cor- | 


rected through an educational cam- 


paign by the manufacturers them- | 


selves, this campaign extending 


from the manufacturer to the dis- | 
tributor and from. the distributor ‘| 
One method, which | 


to the dealer. 
we discovered a few years ago and 
which we found to be very effective, 
was to have the manufacturers get 
up a series of two or three letters in 
reference to the return of so-called 
defective merchandise, stressing the 
importance of what a guarantee is, 
and also have printed a small circu- 
lar to be forwarded to the retail 
dealer. We believe that our small re- 
turn of so-called defective merchan- 
dise is the result of this campaign. 
There is no question but that a great 
many retail dealers take advantage 
of the distributor and the manufac- 
turer in accepting the return from 
the consumer on any item that is re- 
turned to him. He immediately be- 
comes a good fellow and replaces 
same without any question, whereas 


Are the consumers tak 


There 
Read these letters and 


|if he would simply stop for a few 
moments and make an explanation as 
to the abuse a certain item has re- | 
ceived, it would eliminate practically | 
60 per cent to 70 per cent of the evil 
now existing.” 

‘fi (Signed) H. J. FuNK. 

Albany Hardware & Iron Co., 

Albany, N. Y. 


| 
| 
| 


Gives Little Trouble 


fg ee matter of small tools 
guarantee gives us very little 
trouble or concern; we try to buy 
goods of quality and then pass them 
on to our customers without too 
much extravagant sales talk about 





ing unfair advantage 


What is the solution of the tool guar- 


are varied opinions 
send in an expression 


Short Duration Guarantee 


66 JF the manu- 

facturers of 
small tools would 
give a time guar- 
antee, of short 
duration, against 
refective quality 
or workmanship, 
it would be bene- 
ficial to each 
factor in the 
hardware indus- 
try. It would in 
my vpinion ma- 
terially reduce 
the abuses now 
existing, and 
eliminate a need- 





W. H. DONLEVY 





| unlimited guarantee. 


| 
} 





E, D. BAKER 


“It is more our aim to impress on 
our buyers the fact that we will see 
‘to it that they get the value they 
have a right to expect, either by ad- 
justment or replacement as seems 
fair, if reasonable use shall disclose 
inferior quality or defect. 

“My experience leads me to be- 
lieve that there is altogether too 
much sales talk that anticipates 
guarantee trouble later. The time to 
forestall the abuse of the guarantee 
privilege is at the time of making 
the sale.” 

(Signed) ERWIN D. BAKER. 
Baker Bros., Andover, N. Y. 





| less expense to manufacturers.” 
| (Signed) W. H. DONLEVY, President. 
National Hardware Association. 





Very Little Trouble 
ag be perfect- 
ly candid 
with you, we have 
had very little 
trouble in the last 
several years with 
broken tools, and 
the percentage of 
tools returned to 
us is so very small 
that it really 
makes ‘no differ- 
ence’ and in most WwW. C. HOLLEYMAN 
cases when a tool is returned to us 
it is really defective. We cannot feel 
that the trade is imposing a hard- 
ship on us. 

“All our salesmen, however, are 
coached as to selling tools and 
they make it very plain and we make 
it very plain to our trade that we 
will not accept broken tools returned 
to us that are not defective. We be- 
lieve that this is the only way to 
remedy the situation you mention.” 

(Signed) H. C. HOLLEYMAN, 

Vice-President. 
Beck & Gregg Hdwe. Co., Atlanta, Ga. 
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Guarantee 


On Materials and W orkman- 
ship 


LL manu- 
facturers 
should guarantee 
their tools 
against faults in 
workmanship or 
materials. 

“The guarantee 
of ‘satisfaction or 
money refunded,’ 
or what we call 
the department 
store guarantee, 
is absolutely un- 
sound and should 
be resisted by all 
manufacturers. 

“Many dealers 
or jobbers’ use 
such a guarantee as a sales argu- 
ment and endeavor to pass along the 
expense of so doing to the manufac- 
turers from whom they purchase 
their goods.” 

(Signed) HENRY H. HILL, 
President. 

Whiting-Adams Company, 
Boston, Mass. 


Experience Little Difficulty 
66 E experi- 


ue 





H. H. HILL 


ance very 
little trouble 
with the manu- 
facturer’s guar- 
antee on small 
tools, and our 


difficulty lies with 
the smaller retail 
store, who has 
been bullied into 
replacing a_ tool 
which is not de- 
fective and 
threatened with 
the loss of that 
particular _ indi- 
vidual’s business 
unless a replace- 
ment is made without charge. The 
tool is then returned to us, and in 
many cases we are obliged to make a 
policy adjustment, but rather than 
to return the tool to the manufac- 
turer we scrap it and assume the 
loss. This, of course, is unreason- 
able, and we are afraid it will al- 
ways continue. 


G. 8S. WILSON 





“Another feature of the guaran- 
tee that is annoying is the slowness 
in which some of the manufacturers 
repair tools which are returned to 
them, and the owner is obliged to be 
without the use of his tool for sev- 
eral weeks. This can be easily rem- 
edied if the manufacturers will give 
this subject sufficient consideration.” 

(Signed) G. S. WILSON, 


Decatur & Hopkins Co., 
Boston, Mass. 


For Unconditional Guar- 
antee 


Cs BELIEVE 

every arti- 
cle of worth, be 
it tools or.o¢her- 
wise, should 
bear an -uncon- 
dional guaran- 
tee. It stimulates 
interest in the 
article and 
creates con- 
fidence. Further, 
it imposes on 
the manufac- 
turer the just 
obligation 
to produce the 
best tool their 
facilities will 
permit, thereby eliminating to a 
minimum the expense of replace- 
ment and dissatisfaction. 

“Undoubtedly, there is some truth 
in the statement that guarantees are 
abused and that a great many re- 
placements are unwarranted, but is 
there any better propaganda that 
can be broadcasted to the credit of 
any concern than that of confirming 
their faith in their products by 
cheerfully replacing that which has 
not proved satisfactory? 

“The old adage that the customer 
is always right still holds good, but 
I believe that today’s prosperity has 
had much to do with creating a more 
generous disposition with the cus- 
tomer, so that we do not find him as 
critical as of old. Then, too, I be- 
lieve good tools are better made to- 
day than ever before, so that we ex- 
perience very little complaint. 

“It is important that the customer 
is acquainted with the class of tools 
he is buying, so that he is prepared 





FRANK H. STICHT 


to assume the responsibility if the 
article is unwarranted. 

“Occasionally we do find a cus- 
tomer who mistrusts everybody and 
everything; in other words, he is 
always looking for trouble and de- 
fects. Thank heaven, they are few 
in number. 

“Our methods in handling such a 
customer is to inform him quite 
plainly that replacements are only 
made when there is positive proof of 
a defect and not because of an im- 
aginary trouble or defect. It is our 
policy to make satisfactory adjust- 
ments always of all differences, 
either by replacement, repairing or 
allowances, and we know it pays. 

“Likewise we feel that a manufac- 
turer should assume that same atti- 
tude.” 

(Signed) FRANK H. STICHT. 
Stewart & Bergen Co., Inc., 
Fort Plain, N. Y. 
Vice-President, New York State Re- 
tail Hardware Assn. 





Cites an Example 


be ‘HE expe- 

Si ei ce 
in our store on 
guarantees has 
not been a bur- 
den to either the 
manufacturers or 
ourselves. 
On some very in- 
significant article 
where a com- 
plaint is made we 
immediate- 
ly make replace- 
ment, asking no 
questions, and 
find that a recur- 
rence of the same 
thing does not 
happen. There was just one itém, 
however, that on the face of the 
complaint was very apparent that 
the customer was overdoing the 
guarantee. 

“We sold a double bit standard 
make axe and in about two months 
the customer came in with the axe, 
stating that the blade was too hard; 
a small nick was taken out of the 
thin blade which could have been 
easily ground out. However, we 
made replacement without question. 
We sent the axe in and got our 
credit for it. Then again in about 
two weeks the same _ customer 
brought back the second axe, show- 
ing the edge turned over. Then we 
questioned the complaint and the 
customer got riled up and excited, 
after which we made the second re- 

(Continued on page 67) 





H. B. 


DEITRICH 
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EVERYBODY’S BUSINESS 


By Floyd W. Parsons 


Sticking to a Principle 


6“ OP into the sled, lad, and we'll get to town in a 
jiffy,” said a father to his son as the elder man 
finished piling in the load of potatoes he was 

preparing to sell in a neighboring market. The boy did 

as he was told and the old bobsled drove away while a 

fond mother stood in the door of the little farmhouse 

waving farewell to her boy and trying to smile through 
the tears that coursed down her cheeks. 

The young man was leaving 
the old home to make his way 
alone in that mysterious realn., 
business. He had completed a 
course in the near by com- 
mercial school and after a 


seemingly hopeless search had 
procured a job from a mer- 
chant in an adjacent town. The 
owner of the store agreed not 
to charge the lad anything for 
being round and learning the 
business. After three months, 
if he had proved his worth, he 
was to receive the munificent 
wage of three dollars and a 
half a week. 

This incident happened more than fifty years ago near 
Watertown, New York. The boy worked diligent'y and 
in less than three years had advanced to a salary of six 
dollars a week. Later he received ten dollars, and the 
road to success appeared to be straight ahead. 

The germ of an idea had been working in the farmer 
boy’s mind. Said he to his employer: “‘May I have a 
little space to use in ‘trying out a scheme that will sell 
some of our old stock?”. 

“Go ahead!” replied the boss. “Let’s see what you 
can do.” Which remark gave birth to a plan that de- 
veloped one of the world’s greatest romances of business. 

The following day the customers on entering the 
store were confronted with an odd sight. On a small 
serving table were all kinds of odds and ends.. Above 
the goods was a printed card which read, “Take your 
choice at five cents each.” 

Nearly every article was sold the first day, and the 
idea of selling a large assortment of goods at a fixed 
low price was launched and provided in a practical way. 










A little later the clerk branched out for himself with 
the backing of his boss. The first five-and-ten-cent store 
was started in Lancaster, Pennsylvania. On the opening 
day 30 per cent of the entire stock of the new store was 
sold. The farmer boy had arrived. He had trans- 
formed a fanciful notion into a strict reality which 
eventually made him one of the rich men of the world. 

He has passed on, but tens of thousands of people are 
now busy operating the stores 
that he gathered into one big 
company. Great factories are 
busy supplying these stores 
with millions of articles, and 
this industrial activity, giving 
employment to other thousands 
of workers, is even a more 
lasting monument to the poor- 
farmer lad who had an idea 
than is the great 
Woolworth Build- 
ing in New York, 
which bears his 
name. 

I do not believe 
‘there is an achieve- 
ment throughout 
the entire realm of 
American business 
that teaches such a 
pointed and force- 
ful lesson as does 
“, the true story of the 
Woolworth accom- 
plishment. The 
secret of the success 
of this outstanding 
commercial scheme 
can be stated in a 
few words, “Decide on a sound policy and stick to it.” 

The ten-cent store has survived all the economic storms 
since 1879. In periods when values soared, most busi- 
nesses that were based on the policy of a fixed price 
either changed their plans or ‘gave up in despair. ‘ But 
Woolworth stuck ‘to Nis principle. Never once did: he 
falter in the beliefthiat greater success would come 
from selling an immense quantity of commoditiés: with 
only a-small profit on each article than- from selling 
fewer goods at a high price. His purchases were’ in 
such volume that manufacturers could afford to sell 
their products to him at a heretofore unheard-of figure. 

The manufacturer of a finger ring that retailed for 
fifty cents laughed at the suggestion of a Woolworth 
buyer that this same ring might be produced to sell for 
ten cents. The manufacturer was doing very well with 
the article and was quite satisfied with his sales of 450 
dozen that year. However, the buyer kept at it and 
convinced the manufacturer that the plan was feasible. 

(Continued on page 100) 
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Hardware Council Issues Its Report 
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On Protection Through Trademarked Goods 


RESENTING the problem “Is 
it good policy for the manufac- 


turer of branded goods to make | 


the same goods under other names to 
be marketed by large buyers at much 
lower price levels?’ to a comm.ttee 
at its Atlantic City, N. J., October 
conference on the Hardware Coun- 


cil meeting in New York recently | 


considered the committee report and 
prepared for publication the follow- 
ing composite view on the subject. 





CHARLES W. ASBURY 
Chairman Hardware Council 


“On the presumption that the 
maker of trademarked or otherwise 
branded goods puts into their process- 
ing all the thought and care required 
to maintain a fixed quality standard, 
it would appear that the interests of 
consumers and distributors should be 
safeguarded in their marketing. 

“But such protection is wholly lack- 
ing when the same goods, under dif- 
ferent labels, are marketed through 
other agencies at lower prices. 

“When vast sums of money have 
been spent in building prestige for 
the branded goods and in educating 
consumers to an appreciation of their 
desirability; when reputation has 
been established and demand created, 
it is certainly not good policy for any 
manufacturer to deliberately scrap all 


| the gains he has made. Yet this very 
| thing is being done. 

“If goods put out under two or 
more brands are the same in ail re- 
spects except labeling, it cannot be 
contended that the trademarked line 
will give the consumer better value 
| than the others. 

“Nor can two price levels be jus- 
tified, either from the standpoint of 
fairness to the consumer or cost of 
production, since production costs are 
identical and the potential value to 
the consumer is exactly the same. 

“Yet in modern business the practi- 
cal urge for volume often outweighs 
logic, and in taking special orders at 


| 











A. H. NICHOLS 
Vice-Chairman Hardware Council 


reduced prices the manufacturer 
doubtless tries to make himself be- 
lieve that the sale of his regular line 
will not be affected. 

“He overlooks the fact that produc- 
tion of the special brand does not in- 
crease consumption; or perhaps he 
theorizes that he can increase volume 
sufficiently to give him a better net 
even though the special jobs are sold 
at little, if any, above cost. 

“Apparently little thought is given 
to the competition thus developed for 
his regular brands or the competitive 





barriers which standard brand dis- 


| tributors find it necessary to hurdle. 
| “Often it is claimed, of course, 
| that contract goods are not of the 
| same grade as the trademarked lines, 
| but it is rather generally recognized 
| that today’s quantity buyers are sel- 
dom negligent of specifications, and 
that mass production often makes it 
cheaper to duplicate the standard 
grade than to make a_ processing 
set-up for a lower quality. 

“The spirit of fair play demands, 


H. P. SHEETS 
Secretary Hardware Council 


and good business judgment requires, 
| that goods of the same or approxi- 

mately the same quality, produced 
by the same maker, should reach the 
consumer at approximately the same 
price. Any material variation in 
price is evidence that one is too high 
or the other too low. 

“If a product is worthy of bearing 
its maker’s name, of being exten- 
sively advertised and otherwise pro- 
moted for consumer acceptance, it is 
worthy of the most constructive mar- 
keting policy its producer can devise. 

“Any different policy violates the 
rights of consumer and distributor 
and tends to discredit the integrity of 
the: maker. 

“The problem is one of ethics as 
well as economics.” 














tion. 


EALIZING that the hardware trade is intensely interested in what the Hardware Council 
is doing, we are pleased to have an opportunity to present this report from that organiza- 
There will be three or four subsequent reports published in coming issues. 






Read 


them, study them and insofar as you can, adapt the findings of the Council to your own problems. 


The Council represents you. 


This, therefore, is your opportunity to keep abreast with the 
great forward movement, which so vitally concerns the future of the hardware industry. 
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J. Frank Campbell Realizes 





The new Campbell store at Anacostia, D. C. 


FRANK CAMPBELL recent- 
J. ly realized his life-long am- 

bition. He had always wanted 
to own a hardware business and to 
own the building in which it would be 
located. Both these ambitions have 
been realized for the J. Frank Camp- 
bell hardware store is now located 
in a splendid new building at 1300 
Good Hope Road, Anacostia, D. C., a 
suburb of the nation’s capital. 

This building, located on a corner, 
is of brick construction, fireproof and 
two stories high. Adequate space for 
parking is provided, which is very 
necessary, due to the class of trade 
which makes Campbell’s their head- 
quarters for hardware. 

The ground floor has two very at- 
tractive show windows on Good Hope 
Road, which border a center door. 
Stepping into the store, you are im- 
mediately impressed with the care- 
ful arrangement of the sun-lighted 
sales floor. Although the show win- 
dows are enclosed, light is admitted 
from above them and also from win- 
dows at the rear. Modern display 


tables, wall fixtures and shelving are 
used to hold the large assortment of 
merchandise. 

An unobstructed view of the rear 
can be obtained from the front door 
as there are only one or two fixtures 
that extend above the regulation table 
height. In the rear is a short stair- 
case, leading up to the balcony, ex- 
tending across the back and along one 
side of the room. Here are kept the 
bulky items, such as stoves, crockery, 
brooms, glass, and galvanized ware. 

These are arranged for immediate 
inspection and sale, not for storage. 
Instead of a solid partition, separat- 
ing the balcony from the sales floor, 
a sturdy iron railing was erected, 
which permits a clear’ view of the 
balcony from the sales floor. The 
glass storage rack and the broom dis- 
play holder are also located on this 
mezzanine. 

The balcony is only a few steps up 
from the sales floor and the stairs 
do not discourage customers, even 
women, from coming up to inspect 
the heavier merchandise. Speaking 





View toward the rear of the new store of J. Frank Campbell 


His Ambition-- 


Anacostia, D. C., hardware merchant occu- 
pies new fireproof building, housing modern 
equipment and stock. 





Another view of the Campbell store 


of women, Mr. Campbell reports that 
they constitute about 40 per cent of 
his customers and the number is ever 
increasing. Paints, brushes, seeds, 
small agricultural implements and 
household hardware are among the 
sales leaders, with kitchen wares help- 
ing to make the total. 

The second floor is used for sur- 
plus stock and for the display of 
heavier agricultural implements. 
These rooms are also flooded with 
light. The basement is used for 
storage, containing nails, fence ma- 
terials, pipe, building paper, etc. An 
entrance to the street level is provided 
at the side of the building. 

Mr. Campbell, like many other suc- 
cessful merchants, started in business 
when only a boy, for he was just 16 
when his father gave him a job in his 
hardware store, which was located 
at 10 Monroe Street, Anacostia. In 
1892 he was given an interest in the 
business and succeeded to its man- 
agement in 1898. At this time, owing 
to municipal improvements, the build- 
ing and land was condemned and the 
business was compelled to move to a 
new location. A store and adjoining 
warehouse were rented, but as the sec- 
tion grew, the building became inade- 
quate. So Mr. Campbell’s ambition 
was fulfilled as he secured the neces- 
sary land and erected the present 
building. Although he has been in 
the hardware business for over forty 
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The views of the store shown here are left, looking toward the rear, and, right, a view toward the front. 


S #8 


The balcony which pro- 


vides additional show and sales room is easily discernible here. 


years, Mr. Campbell has not let con- 
servatism hold him back. He be- 
lieves in keeping abreast of the times 


and of the proper use of display and 
advertising. He finds that generous 
space in local newspapers, and en- 


velope inserts and direct mail circu- 
lars are very valuable, bringing him 
many additional customers. 





sue of Looking Ahead, one of 
my friends wrote me, question- 
ing the possibility of anyone being 
able to forecast business in the United 
States for a year ahead. I will agree 
with him that there have been times 
(and doubtless will be again) when 
the course of business for a year 
ahead can only be guessed at, with 
nearly all the chances against a cor- 
rect guess. Then, too, I wish to re- 
peat that which should always be un- 
derstood in considering a business 
forecast, viz, that revolutionary dis- 
coveries or inventions, war, great 
floods or conflagrations, plagues and 
famines and other great disasters 
may, and usually do, change what 
would otherwise be the course of 
business. They have an influence 
even when occurring outside the 
United States. They cannot be fore- 
seen and considered in a forecast. 
Now let us examine again the chart 
on this page. Anyone who believes 
that long-continued increasing cost of 
credit sooner or later reduces the 
volume of business—anyone who be- 
lieves this would have declared in the 
summer of 1920 that the general 
movement of business all through 
1921 would be downward. And he 
would have been correct. Anyone 
who believes that long-continued de- 
creasing cost of credit sooner or later 
enlarges the volume of business would 
have declared in the summer of 1921 


A FTER reading the January is- 


Looking Ahead 


By Alvan T. Simonds 


President, Simonds Saw and Steel Company. 


that business would improve all 
through 1922. And he would have 
been again correct. 

Anyone, believing as above stated, 
would have declared in the summer 
of 1923 that business would decline 
for about a year; in the spring of 
1924 he would have added that busi- 
ness would soon turn upward and 
continue to move upward for more 
than a year; and in the fall of 1925 
he would have prophesied that busi- 
ness would soon turn down and would 
continue to move downward for at 
least a year. In all of these forecasts 
he would have been correct. 

Notice that only major swings are 
forecast, and that, in the case of each 
forecast, he does not make the fore- 
cast until the new trend in credit cost 


has continued for six months or 
longer and gives evidence of proving 
to be a major trend and that his fore- 
cast in each case is corroborated as 
the trend continues. 

Then early in 1928 he would add 
that, if business in 1928 and 1929 
continues to respond to credit in- 
fluence, as it has since 1919, and 
money rates continue to move lower, 
as they have since the middle of 1927 
(or since the fall of 1926 if not cor- 
rected for seasonal variations) then 
business will turn upward in 1928 and 
continue to move upward to a peak, 
which will probably be reached in 
1929. Is his forecast correct? Time 
will tell. 

Another friend does not believe 

(Continued on page 82) 
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Hatching Profits from the Poultry 


Hardware merchants should obtain a large slice of 
the billion dollar income from poultry products. 


Industry — 


ERHAPS you are not accus- 

tomed to think of poultry as one 

of the largest of agricultural in- 
terests. It is seldom mentioned in 
Congress. We hear no propaganda 
for the relief of the poultry raiser. 
However, the total value of poultry 
products marketed annually in the 
United States is approximately equal 
to the total value of wheat produced, 
or the value of the entire cotton 
crop! 

The income of the poultry industry 
has several desirable features from 
the commercial standpoint. It is so 
thoroughly distributed that it is 
worthy of every merchant’s attention. 
It is a substantial factor in your com- 


munity and contributes to the buying 
power of both your farm and city 
trade. Moreover, it is so distributed 
throughout the year that, although it 
may not be so noticeable as the in- 
come from some other sources, yet it 
is most certainly there in the year’s 
total and may represent the most 
profitable business of the year. 
Poultry is one of the country’s bil- 
lion dollar agricultural items, along 
with wheat, cotton and hogs. It is 
even more important than is indi- 
cated by census figures because most 
of the poultry products consumed in 
the farm home, and also those raised 
and consumed by families in towns 
and cities do not figure in census 





estimates. While these do not di- 
rectly affect bank clearances they re- 
lease the equivalent of their value for 
the purchase of other commodities. 

Obviously this billion dollars’ worth 
of products are not raised without 
certain costs of production. You are 
interested in the net income from 
poultry because, in common with 
other merchants in your town you 
will share in the increased purchas- 
ing power, but you are even more in- 
terested in the expenditures involved 
in poultry production costs because 
they can be made to flow chiefly to 
the hardware store. 

There are many items involved, 
including such merchandise as fences, 
incubators, brooders, coops, feeders, 
waterers, glass, feed and condition- 
ers, and these may readily be supplied 
by the hardware store. Probably the 
largest single item of sales to the 
poultry industry is fence. In this 
item alone the annual retail sales 
amount to some $7,000,000. In fact, 
about 25 per cent of all fence sold is 
of the poultry types for inclosing 
poultry runs and gardens. 

It will pay you to cultivate the 
trade of the poultry raisers of your 
community. By making your store 
headquarters for fences and other 
poultry needs you will render a ser- 
vice to a large number of families 
which not only will be profitable in 
itself but will exert a favorable in- 
fluence throughout your store. 








































Suggest to spray customers that 
they use the spray in the open 
spaces. Sometimes other things 
than the objective gets sprayed. 
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Helping the Home Folk 
to Use More Paint 














ID you ever hear and see a 
man express his disgust about 
the job of painting the 
screens ? 

You must both hear and see him 
to get the full appreciation of his dis- 
gust. Few men are thirty-third 
degree poker players—by that we 
mean that few control both voice and 
face. But a lot of mer can speak 
cheerfully when their faces are ex- 
pressing extreme disgust. 

The prospective screen painter sel- 
dom controls either voice or face and 
one of them was at our house the 
other night. Twenty-three screens 
are required for his house. Yes, we 
mean required, for he lives in a 
mosquito belt and without the screens 
life is as intolerable as that pictured 
for the drunkard by those pioneer 
temperance lecturers. 

This chap at our house was feeling 
very blue. So we took him out to 
the kitchen and showed him a hand 
paint spray and then we showed him 
some work we had done with it. He 
felt better; so much so in fact that 
we concluded to give him the second 
lesson. So we showed him a spray 
that goes on the end of the attachment 
hose of an electric cleaner and we 
told him how it had done over the 
kitchen for us. 

Then the man became almost 
happy. His eyes sparkled like those 
of a man who has been given two 
tickets to a championship, heavy- 
weight prize fight. He grasped our 
hand and whispered : 

“When my wife sees one of these 
she will not let me do a bit of the 
painting and I'll bet a second hand 


cigar lighter that she will not only 
paint the screens but the wicker fur- 
niture that we have been disputing 
about for the last three springs.” 

His enthusiasm was too great to be 
checked : 

“Then there’s the lattice on the 
back porch, the rose trellis, the baby 


carriage, and the radiators. Yes, | 
will even remind her that she has 
wanted the inside of the closets, 
especially the underside of the 


shelves, painted. Gee, 
have a good time during house clean 
ing this spring!” 

“But man alive,” I 
“think of the paint she will use!” 


“Why should you bring that up?” 


But his gloom did not 
He said: 


he inquired. 
last long. 


“You should know I never deprive 


my wife of 
an opportu- 


192 


Lawn 
wicker furniture, screens have 
always been troublesome jobs 
and small paint sprays will en- 
courage amateurs to do more of 


but won’t she 


interjected, 


uw 
™N 


28 











furniture, radiators, 


this work. 







about the movies, art and our rela- 
tions this spring.” 

We assured him that a spray was 
effective in color combinations and 
that while it would do most of the 


old, troublesome jobs, he would need 


a little brush work—or at least we 
did. We explained about straight 


sprays, 


pressure hand sprays oper- 


















nity of spray- 
ing a little 
paint on mati- 
nee days and 


really I am 
anxious to 
have new 


topics of con- 
versation this 
spring. We 
have discussed 
these trouble- 
some _ palit 
jobs so long 
and often and the possibilities of some 
brush maker turning out a crooked 
brush, that there is no novelty in the 
subject at all. 

“Tf this spray gun works for us as 
it has for you, I see a chance to talk 










ated like tire pumps. sprays for 
electric cleaners and sprays 
with individual motors and he 
promised to look them all over. 

\Ve will guarantee that we 
have made a customer of this 
man for a small spray and 
once he gets this spray he will 
use many quarts more of 
paint this spring than he would 
have used otherwise. In fact, we 
think he will use as many brushes and 
as much paint applied by brush as he 
would have used had he never heard 
of the spray. Spray paint is mostly 
added sales. 
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This newspaper man, who 
painted his own home, does 
not think so much of the co- 
Operation of the manufac- 
turer, — 


T all happened because I lost my temper. Last spring 

I decided the house needed painting. The decision 

was a fairly obvious one to reach, for it had had no 

application of paint since the original two coats had been 
put on when the house was built five years previously. 

If ever a house needed painting that one did. Built 
by a contracting firm “to sell,” it was painted as well, 
but certainly no better, than most of the houses erected 
and sold under such conditions. The so-called “stain” 
in the shingles which sheath the upper story of the 
house had faded from the rich chestnut brown to a 
spotted fawny, dirty color. The white on the clapboard 
below had scaled off until the pinky tone of the original 
cedar was showing through. The yellow trim had be- 
come extremely dingy. In places the brown stain from 
the shingles on the second story had dripped down onto 
the white clapboards. 

Even my neighbors gently hinted that the “shack” 
needed painting. Several of them suggested that it 
would be easy for me to paint it myself. This sugges- 
tion I received with an ill-concealed grin, followed by a 
rather pointed and sneering laugh. 

Why should a newspaper man paint his own house? 
How could he do it? My acquaintance with paint was 
extremely limited. I had once tried kalsomining a room 
in a New York apartment, with such disastrous results 
that I swore to high heaven to stick to writing and let 
the painters earn their much discussed high wages. 

Having announced to my wife my decision to have the 
house painted, she thereupon, without a moment’s hesi- 
tation, outlined the color scheme. Apparently she had 
been doing more thinking about this painting business 
than I had. At any rate, she very definitely and firmly 


told me that she had decided to have the whole house 
brown shingles and all, treated to as many coats as nec- 


By H. F. Baker 


The writer’s home before 
and after he spent $75 for 
paint and tools and had a 
lot of fun using them. 

















essary to make it a nice, bright ivory—also that what 
little trim she would have on the house would be green. 

I put up the usual bluff of telling her just where she 
got off about this painting business—the house is ivory 
with a green trim—so that’s that. 

My next step was to interview the only painter in the 
neighborhood. There was a painters’ strike on but this 
fellow was a boss painter and had done most of the 
repainting in our community. I finally got him to come 
around, look at the house, find out what we wanted and 
make an estimate. It was the estimate that caused me 
to lose my temper and sfart me on my career as a house 
painter. 

He asserted, with a haughty sniff which indicated that 
I could take it or leave it, that his price for painting 
the house and furnishing the paint would be $300. 
Since the paint he had put on a house directly across the 
street the year before already looked pretty well worn, 
I suspected that he wasn’t using a first-grade paint in 
his local operations. I came back with the proposal that 
I buy the paint and let him do the work. He replied 
that in that case his bill would be $275. 

“What! You want $275 for just putting a little paint 
on this house?” I yelled. “How do you get that way? 
Never, never will you get $275 from me. Before I'll 
pay that much I’ll do it myself!” 

Since several of my neighbors who had made the 
original suggestion that I “paint my own” had actually 
painted their houses and said that it was a dead easy 
job, I resolved to make good on my threat to the painter. 
I buttonholed these amateur painters and collected all 
the data I could on the subject of house painting. 

I then dropped into the New York store of one of the 
leading paint manufacturers and picked up a color card 
and several little pamphlets supposed to tell the amateur 
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| Was a Great Help” 


just how to go about it. Let me say right here that the 
paint manufacturers haven’t gone very far in giving the 
man who knows little or nothing about painting any 
information that is really helpful, so far as I learned. 
Their pamphlets on the subject are given over largely 
to telling you why their particular paint is the paint you 
should use. I was thoroughly sold on a branded, ready- 
mixed paint before I ever tackled the job. What I 
wanted to know was how to use the paint. This infor- 
mation I finally acquired through experience. 

The paint was bought through my local hardware 
dealer, who gave me a discount because I was buying for 
a complete job. This, I believe, is the usual custom. He 
also gave me a few verbal pointers on the subject, most 
of which I forgot. If his information had been printed 
it would have been more helpful, but I couldn’t carry it 
around in my head. 

He helped me to select the brushes and his advice was 
good. 

I told him that I wanted to bring the brown shingles 
up to a cream. He advised me to find out what kind of 
a stain had been used, for if they had been stained with 
a creosote preparation it would be disastrous to try to 
make paint cover them. I finally took one of the 
shingles off the house and submitted it to him. No 
creosote there, he said, so I went ahead with my plan 
to paint the shingles. He advised me to try two coats 
of paint on the shingles and if proper coverage was not 
obtained to put on a third coat. 

He also advised me in painting the shingles to use a 


























“The less trim the amateur has, the better off he will be.” 
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“I fell off of the ladder once.” 


first coat of half paint and half linseed oil, a second coat 
cf two-thirds paint and one-third linseed oil, and the 
third coat of pure paint. I don’t know yet whether 
these proportions are correct, according to scientific 
“paint-ology,” or not, but I do know that they worked 
out in my case. I bought a wire brush and brushed 
down the shingles as well as the clapboards before | 
began painting. This took most of the stain and dust 
out of the shingles and took practically all of the paint 
off the clapboards. ‘ y 

My hardware dealer had told me to use a short, stiff 
brush in putting the first coat on the shingles. After 
I began the job I realized why he had given me this 
advice. With the short, stiff bristles I could work the 
thin paint into the wood much better than I could have 
done it with a longer haired and softer brush. I hadn’t 
gone very far when I| began to realize that the more | 
worked the paint into the shingles the better the job 
would be. 

I certainly did put a lot of elbow grease on those 
shingles. Just a few doors down the street is a house 
on which the brown shingles were painted gray about the 
same time as I painted my house. My shingles are still 
bright after almost a year, while on this other house 
the brown is already showing through. The professional 
painter did them, too. 

I saved myself a lot of work by deciding to have the 
gutters and the window frames the same color as the 
house. Putting on the trim is a hard, ticklish job, so 
the less trim the amateur has the better off he will be. I 
also painted the downspouting the same color as the 
body of the house and again saved myself trouble. 

The start was made at the roof gutters, which had 

(Continued on page 94) 
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T HERE are 
many sugges- 
tions for the re- 
tailer in this photo- 
graph of the service 
counter of the H. M. 
Hlooker Glass & 
Paint Co., Chicago, 
distributors of 
Murphy Varnish. 
The accessibility of 
the stock and _ the 
notable arrangements 
of the color samples 
on the lower part of 
the counter stand out. 
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Mrs. Stin- 
son of the Stinson 
Hardware Co., Lake- 


land, Fla., discovered 
a new sales outlet for 
lacquer when she re- 
sorted to an experi- 
ment to provide outing shoes to be worn at a picnic. There 
was not time to go shopping, so she painted a pair of 
worn black satins with red lacquer to match the outfit she 
had chosen. Many women admired the shoes. She told 
them how the result was obtained. They brought shoes to 
the store to be painted and she charged for the can of 
lacquer and brush, the customer taking them along 
with the shoes. More than 2000 pairs have been painted 
in the store and many sales made to persons who did 
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not bring in the 
shoes. 

It is not always 
the big idea that does 
the merchant the 
most good. What 
may seem to be a 
mere novelty often 
turns public comment 
toward a merchant 
and his store and this 
comment attracts 
visitors and visitors 
mean sales—if the 
merchandise is dis- 
played right. 

We know a mer- 
chant in a small town 
who, some years ago, 
organized an art ex- 
hibit and admitted 
only paintings made 
with house paints. 
There were no pro- 
fessional artists in the community, so everything was 
guaranteed amateur. 

Everybody in the community visited the store to see 
the results. This merchant, a neighborly sort of a 
man, stood around and told as many people as he could 
what he knew about house paints. He thought of the 
adventure only as winter indoor sport and probably never 
counted up the business that he gained—and he did 
gain. 
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Je Americanization 
of Lu NG OIL ~ 





Grove of one year old Tung Oil Trees on property of American Tung Oil Corporation at Gainesville, Fla. 


A Step Toward Better Varnish but a Loss to Romance and Banditry 


F you look over your merchandise, consider it as so 
many human objects, each with a life history, and 
trace this history back to its beginning, you will find 

some interesting tales. And a store of surprises. 

For example, who would ever imagine that nearly 
every can of varnish or enamel carries with it tales of 
bandits and pillaging, of battleships, shipwrecks and 
Oriental vengeance ? 

Yet such is their story. 

In the provinces of central and western China, and 
especially in the district which is as picturesque as its 
name, the Yangtze Valley, there grows in abundance a 
tree. This tree bears nuts. And from the nuts is ob- 
tained an oil. 

Along the banks of this far-off river, semi-civilized 
farmers gather produce, the tung tree nuts. Chinese 
farmers, of course, though Chinese farmers sounds like 
a paradoxical term to our Americanized way of think- 
ing. They use crude machinery, and in typical Oriental 
fashion reject anything that tends toward the modern or 
the efficient. Likewise they resist semi-passively, but 
none the less effectively, any movement to insure the 
purity of products, to better shipping, or to otherwise 
improve the existing state, which is anything but 
pleasant. 

From the nut, oil is pressed. 
doomed to adulteration by native dealers. 


Pure tung oil—but often 


For transport 


the oil is put in baskets lined with sixteen thicknesses of 
varnished paper, each holding about 130 Ib. of oil. It 
is then ready for its dangerous journey to small cities 
and market places, where it is purchased by representa- 
tives of exporters. 

Thence, aboard junks and through dangerous rapids 
and gorges, it starts to the sea. But greater than danger 
of wreckage by sea is danger of wreckage by bandits. 
The trip is long and the trials great. Three months are 
sometimes spent in floating cargoes to Hangkow, a dis- 
tance of 1500 miles, and on one such trip a thousand 
bullet holes were left in a single small steamer. 

Scarcely a pleasure trip, this. A regular practice of 
traders and exporters is to barricade roads and plants 
and to equip them with machine guns. 

One American company had a complete machine gun 
unit, and it wasn’t composed of tin soldiers—in a single 


encounter with bandits more than 1500 lives were lost 
(most of them bandits). The occasion was the salvaging 
of a junk. , 


Such are the trials and tribulations of getting a start 
across the Pacific. 
Unfortunately tung or China wood oil is indispensable. 
It is an important raw material in the manufacture of 
varnishes, wall paints and enamels. So the Chinese 
farmers with their machinery (so-called) that belongs 
(Continued on page 66) 
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Here is printed, in part, a talk before the New York 
State Hardware Association by Charles W. Ritter, for 






URING my 

ex perience 

of thirty- 
two years asa 
salesman, the 
paint and varnish 
industry has pro- 
gressed by leaps 
and bounds, from every angle. The manufacturer has 
awakened to a realization of real cooperation; the dis- 
tributor has fallen in line by rendering service such as 
never had been dreamed of in the paint and varnish 
world; the dealer has brought his paint and varnish 
stock from the cellar and placed it in his show win- 
dow; the consumer has been steadily going through 
an educational period whereby he can today use paint 
and varnish products and obtain satisfactory results, 
as it is the aim of every manufacturer of high-grade 
paints and varnishes to make their products as thor- 
oughly fool-proof in application as it is possible for 
science to accomplish. Paints and varnishes are today 
just one step this side of brains in the can. 

Getting back to the manufacturer, say we take a peek 
into his hand, and just for the moment see what he has 
done for the promotion of the sale of paints and var- 
nishes. The Save the Surface Campaign—its organi- 
zation, operation and attainments—is his greatest con- 
tribution. 

Organization 


The activities of the Save the Surface Campaign are 
under the supervision and direction of a national com- 
mittee, appointed by the Educational Bureau of the 
American Paint and Varnish Manufacturers’ Association 
of the United States. A trustee acts as treasurer. 

The Save the Surface Committees, which exist 
throughout the country, are appointed by local paint 
clubs and master painters’ and dealers’ associations. 


32 years a paint and varnish salesman. 
cluded in his talk an analysis of the Architectural Forum 
figures, already printed in HARDWARE AGE. 


Mr. Ritter in- 


How the Industry 
Is Helping You to Sell Paint 


These committees, which have charge of local sales and 
advertising campaigns, work in cooperation with the na- 
tional committee. Largely through these clubs, indi- 
vidual paint and varnish firms have been organized into 
associations to cooperate with the Save the Surface 
Campaign. 

Through these various activities, with the realization 
of the interdependence of every branch of the industry, 
former suspicion is being replaced by a spirit of mutual 
help and cooperation. 


Financial Support 


The Save the Surface Campaign is supported by the 
industry. At the time of its organization in 1919, 
$100,000 was provided by 100 manufacturers. Since 
that date a financial system has been established which 
furnishes an approximate annual income exceeding 
$200,000. Contracts with manufacturers and jobbers 
are made for a minimum period of five years. Manu- 
facturers are asked to invest one-eighth of 1 per cent of 
sales made in the United States, with the understanding 
that the information on income necessarily imparted be 
held in strict confidence by the trustee. Jobbers are 
asked to invest one twenty-fifth of 1 per cent of sales 
of products used for painting and varnishing. 


Function 


The function of the Save the Surface Campaign is to 
increase the consumption of everybody’s paint and var- 
nish through public education. This work includes two 
phases : 

Activities conducted by the campaign, which have 
direct contact with the public, and activities to secure 
the interest and cooperation of members of the trade 
and to inspire them to conduct local campaigns. The 
most important message which the campaign has to con- 
vey is that contained in its slogan, “Save the Surface 
































and You Save All.”” Paint and varnish protect and pre- 
serve. They are armors against decay. A tremendous 
economic saving can be effected through their use. 
Every year approximately $1,600,000,000 is lost in the 
United States through property deterioration, a very 
considerable part of which could be prevented by the 
use of paint and varnish. This is the message which 
first of all the campaign aims to convey. But it also 
educates the public as to the artistic value of paint and 
varnish, its effect on light, sanitation, health and morale. 


Policy 


The policy of the Save the Surface Campaign is to 
promote the industry as a whole. It is impartial in the 
matter of individual organizations within the industry, 
citing no preference except in its general recommenda- 
tion of products of a high quality. It does not promote 
any particular brand of paint or varnish. Its purpose is 
to sell the conviction expressed by its slogan, “Save the 
Surface and You Save All.” 

The accomplishments of the Save the Surface Cam- 
paign may be summarized as follows: 

1. It has crystallized the fundamental service of the 
paint and varnish industry in the seven-word slogan, 
“Save the Surface and You Save All,” and has so suc- 
cessfully popularized this slogan that it is said to be 
worth a million dollars a word to the industry. 

2. It has conducted a national program of educational 
advertising and publicity, which, by awakening the 
public to the fundamental service of paint and varnish, 
has taken these products out of the luxury class and 
has made them every-day necessities, increasing the 
demand for uses already known and developing the 
demand for new uses. It has thus more than doubled 
the industry, and, on account of these activities. is 
credited for the level reached by paint and varnish 
sales in 1926, higher than that reached by any other 
industry in the building trades. 

3. It has inspired and aided members of the trade in 
conducting more systematic advertising, improving 
salesmanship and increasing business, both by its own 
example and its activities made directly in this behalf. 

4. It has directed the attention of many classes of 
manufacturers to the importance of paint and varnish 
as a distinct selling asset for manufactured products. 

5. It has acted as a mouthpiece for the industry for 
six years. 

6. It has identified the industry, through advertising, 
with the great national emergency of unemployment 
and with the great national prosperity movement, Na- 
tional Thrift Week. 

7. It has effected a tremendous economic saving to 
the country by educating the public to the value of paint 
and varnish as preservatives. 

8. It has contributed materially to the health and 
happiness of the nation by its campaign in behalf of 
the effect on morale and sanitation of clean, freshly 
painted surfaces. 

9. Last, but not least, it has proved the advantages 
of the advancement of industry as a whole over the old 
cut-throat methods of competition. It has established 
the value of cooperation. 

The United States Department of Commerce an- 
nounces that, according to data announced at the latest 
semi-annual canvass of paint and varnish manufacturers, 
the production during the six months’ period from Jan. 
1 to June 30, 1927, was as follows: 

199,473,400 pounds of paste paints, comprising 132,- 
795,900 pounds of pure white lead in oil, 15,877,800 


pounds of combination or graded whites. 
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The statistics for the first half of 1927, as compared 
with the second half of 1926, show an increase of 11 
per cent for ready-mixed and semi-paste paints, in- 
cluding enamels ; a decrease of 3.9 per cent for varnishes, 
japans, and lacquers, other than pyroxylin; and an in- 
crease of 16.2 per cent for pyroxylin varnishes or 
lacquers. 

The statistics for the first half of 1927 are based on 









“What are you, Mr. 
Dealer, doing to pro- 
mote your sales and 
varnishes and to check 
this neglect tax of 
$1,419,000,000 annu- 
ally? Without your 
cooperation, all of this 
effort loses its effec- 
tiveness. Cooperation 
is your best bet to in- 
crease your sales.” 





returns from 580 establishments, of which 103 reported 
the manufacture of pure white lead in oil; 183 combina- 
tion or graded whites; 151 zinc oxide in oil, 342 other 
paste paints; 428 ready-mixed and semi-paste paints ; 
352 varnishes, japans, lacquers, other than pyroxylin; 
and 145 pyroxylin varnishes or lacquers. 

The Department of Commerce shows the produc- 
tion during the six-months’ period from Jan. 1 to June 
30, 1927, of millions of pounds and millions of gallons 
of paints and varnishes manufactured. Detailed figures, 
of course, are available to us representing these facts; 
but they are so tremendous that to mention them at this 
time would mean little to us. 


Neglect Taxes 


Let us take a slant at the present picture, as estimated 
by the Save the Surface Campaign, that American 
property owners suffer a loss of more than $1,419,- 
600,000 a year. This is measured in terms of shrinking 
valuations, lower rental returns, repairs and_replace- 
ments. This bill is the’ tax we pay for neglect. We 
neglect 70 per cent of our property; we allow it to 
become rundown, shabby. This causes valuations to 
tumble; neighborhood properties suffer, rents decrease, 
vacancies increase, and the way is opened for undesirable 
tenants. This problem has reached the point where it 
is a national problem. The wood and metal consumed 
in the repair of property is great and is largely a needless 
drain on our dwindling resources of lumber and iron. 

Our neglect tax, as previously stated, of $1,419,- 
600,000, is a bill, especially when it is appreciated that 
most of it could be saved with a paint brush. Of our 
standing property, worth approximately $101,400,- 
000,000, only about 30 per cent is adequately protected ; 
the balance is deteriorating at the rate of about 2 per 
cent per year. 

The neglect tax is the biggest single destroyer of our 
wealth. The national bug bill—losses caused by insect 
pests—is about $1,300,000,000 a year. We hear much 
of the boll weevil, Japanese beetle and the corn borer; 
and the government spends large sums to help farmers 
combat these pests. Yet we hear little of neglect losses, 
which are greater than insect losses. Insects destroy 
potential wealth; neglect destroys invested capital and 

(Continued on page 103) 
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Clean Up and Paint Up Report 
Shows Increased Paint Sales 


A remarkable increase in the sale of 
paint and varnish products, brought about 
by a Clean Up and Paint Up Campaign, 
is reported by the Condie-Bray Glass & 
Paint Co., St. Louis, Mo. In its sales 
books the following cities are shown to 
have increased their sale of these products 
from 20 to 400 per cent, due to the cam- 
paign, organized and conducted by the 
National Clean Up and Paint Up Cam- 
paign Committee, 243 West Thirty-ninth 
Street, New York City—Jonesboro, Ark., 
showed a 290 per cent increase; Monette, 
Ark., a 50 per cent increase; Donnellson, 
Ill., 20 per cent; Herrin, Ill., 310 per cent; 
Clarksdale, Mo., 300 per cent; White- 


right, Tex., 50 per cent, and La Harpe, | 


Kan., 400 per cent. 


Before and After Photographs 


There is a very obvious suggestion for 
any paint merchant on another page of 
this paint section. In Mr. Baker’s story 
of why and how he painted his own home, 
two pictures of this home are shown—one 
before and one after the painting. The 
improvement is obvious. 

We believe that any dealer can adver- 
tise his business to his great advantage 
with such photographs. Suppose when 
you sell a bill of paint for a home or other 
building that you take a picture of the 
building as is. When the job is completed 
take another picture. Then use these pic- 
tures for your show window. 

Mr. Baker says painting his home cost 
him $75 and he had a lot of fun doing it. 
A story like that in your own community 
will make a wonderful advertisement for 
your paint department—especially if you 
can get your customer to say of you, as 
Mr. Baker says of his dealer: He was a 
great help. 


Your Store Front 


It is little short of an economic crime 
for a store in which paint is sold to pre- 
sent a dingy front to the people on the 
street. Chain store competition worries, 
mainly, merchants who do not keep their 
store fronts well painted as do the 
chain stores. 


as 


A Disappointment 


We set out the other day to prove to 
our own satisfaction that a majority of 
merchants who sold paints made _ special 
display of color, and the stores were 
painted in a way that would attract visitors 
to buy more paint. 

We visited about a dozen, and not one 
in the least made good on our expecta- 
tion. Some were not painted at all, at 


least so far as a casual inspection revealed. 
One had been painted back in the days 
when golden oak grain was the thing, and 
it looks rather time worn by now—but it 
must have been a good job once. 

There was not in any of these stores 
a color design to attract visitors. 


There 








was not any special display of color sam- 
ples. 
not one had done any spring painting. 
And all were doubtful anout good business 
this season. 
On another day we had better luck 

but that is another story and will take 
more space than we want to use here. 


Paasche Lacquering Outfits 


Paasche Airbrush Co., 1909 Diversey 
Parkway, Chicago, Ill., is manufacturing 
two new household lacquering outfits, one 
operated with a hand pump and the other 
by an electric motor. The Paasche House- 














hold Lacquering Unit consists of a hand 
pump, air tank with gage, 8 feet of hose, 
and a sprayer with a % pint jar. Suffi- 
cient air pressure can be obtained and 
stored within the tank by means of the 
hand pump. The tank is large enough to 
give constant pressure, which provides an 
even coating of lacquer. 

With this unit it is possible to finish or 
refinish chairs, tables, bookcases, beads, 
automobiles, etc. 

The Paasche Electric Household Unit 
is somewhat similar to the hand-power unit. 
It consists of an air compressor, operated 
by a 1/6-hp. Westinghouse motor using 
110 volt alternating current; a gage and 
fittings; ™%4-pint sprayer with 12-foot air 
hose and couplings, and 108 feet of mask- 
ing tape for sharp borders, shielding, etc. 

This unit can be plugged into any lamp 
socket. It applies materials twice as fast 
as the hand outfit and sprays heavier colors, 
having a broader working range. 
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Although it is approaching spring, | 








Rainbow Colors as Window 
Background 


What to do when you have,a varied lot 
of brightly colored merchandise to put in 
the windows is evidently bothering more 
than one hardware merchant. 

This trouble comes in two ways: 

First, from a desire to display several 
articles of brightly painted furniture to 
show the possibilities of lacquer on un- 
finished or old furniture. 

Second, in the effort to display the 
brightly colored kitchen wares in a vari- 
ety and avoid clashing. 

Any merchant who has grasped the idea 
of the Marshall Field windows in the Chi- 
cago reiail store knows the answer. Back- 
grounds made with the rainbow or spec- 
trum colors are ready for any color of 
merchandise. If it is to be a permanent 
background, the conservative oak finish is 
good, especially if finished with a high 
polish that will, to an extent, reflect the 
colors. A special background built with 
the spectrum colors, however, can be used 
for changing displays of different color 
values and avoid clashes. 


Educational Material 


It is surprising how many of the paint 
advertisers are offering booklets and other 
special educational material to readers of 
their national advertising. We suggest that 
you spend an evening with one of the 
popular women’s magazines and read the 
advertisements that women of your com- 
munity are reading, and perhaps you will 
want to write for some of these booklets. 
If you will do that, you will find it a 
profitable form of amusement. 


Colorful Days 


Did you show some green decorations in 
your windows and store on St. Patrick’s 
Day? We know one paint store owner 
who did, and he feels very good about it. 
He painted a lot of odd bits of furniture 
green and displayed them. Much to his 
surprise, he sold some green paint. He 
was doing it because he is Irish and sales 
were secondary in his mind. 

Every paint department should make 
some sort of a special showing on the 
colorful days. Easter is a colorful day. 
Something suggestive of the occasion 
should get into your windows. Most holi- 
days have color schemes associated with 
them. 


Rental Spray Outfit 


Just too late to include the information 
in the story on the development of spray 
guns for general painting, published in the 
last issue of the HARDWARE AGE paint de- 
partment, we learned that the De Vilbiss 
Co. had added to the line of sprays made 
by that company an outfit retailing at about 
$90 for rental purposes. This, we believe, is 
a direct invitation for hardware dealers to 
undertake this plan of boosting rural paint- 
ing. Once this market is underway, it will 


| be profitable to both dealer and farmer. 
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A. M. ANDERSON 
Retiring President 


South Dakota Dealers Meet at Sioux Falls 


HE “committee report” pro- 

gram of the National Retail 

Hardware Association conven- 
tion held at Mackinac Island last 
summer served as a model for still 
another state convention at the 
South Dakota meeting. At Sioux 
Falls, approximately 250 dealers from 
the Coyote State spent the three days 
of their annual meeting, Feb. 28 to 
Mar. 1, in listening to the reports of 
committees of dealers on the same 
topics as were discussed at the Na- 
tional meeting. In short the entire 
program was substantially a duplica- 
tion of that given at the Minnesota 
convention the previous week, in- 
cluding the same outside speakers. 

In laying the foundation for the subse- 
quent reports, President A. M. Anderson, 
in his address, which opened the conven- 
tion program, said, “These are days of keen 
competition, eliminated wastes and speeded 
up selling. The modern family has a hun- 
dred new ways in which every dollar must 
be divided; automobiles, movies, power 
washers, vacuum cleaners, vacations, elec- 
trical refrigerators and the like. Luxu- 
ries, though these may be, still they have 
taught the modern housewife new lessons 
in accounting and economy. She responds 
to the best bidder for her dollar. 

“We are living in the age of evolution- 
ary changes that are occuring with light- 
ning-like rapidity, creating new wants of 
the buying public. There is every indica- 
tion that the old store which confined itself 
to a single line of merchandise is rapidly 
disappearing. The progressive retail hard- 
ware dealers of the country have been 
quick to ‘tune in’ with the changing condi- 
tions. 

“Many cannot understand why one man 
succeeds in business while his neighbor 
barely gets along. In order to cope with 
the present-day competition, we must 








P. M. WALTZ 
New President 


adopt better methods of. merchandising, 
more _ Cleatififess and attractiveness of 
store, better arrangement of windows and 
stock, more courteous attention to custom- 
ers and the exercise of real salesmanship.” 

Following the president’s message, C. H. 
Casey gave his report as secretary, in 
which he reviewed the activities during 
the past year of both the State and Na- 
tional associations. He also touched upon 
the topics of “jobber competition” and “in- 
stallment selling” and in the latter connec- 
tion urged better collection methods. 

Earl Erlandson, field man for the asso- 
ciation, also gave a report covering the 
work he had done among the members and 
in it complimented the jobbing house sales- 
men on their efforts to help the dealers be- 
come better merchandisers. In speaking of 
the growing demand on the part of the 
members for help on modern methods, Mr. 
Erlandson said, “This work is being ac- 
cepted more and more; calls for service 
are growing heavier all the time; results 
are being broadcast through the traveling 
men, through the members served and 
through the trade papers.” 

The first committee of dealers to report 
was composed of P. W. Waltz, Brook- 
ings; R. S. Cook, Alpena, and P. O. Beau- 
lieu, Winner, and its subject was “The 
New Competition.” The report enumer- 
ated the various agencies which were mak- 
ing inroads on the hardware field and 
traced their growth. Some of the recom- 
mendations contained in the report were 
as follows: 

“The present-day hardware merchant, 
that is successfully buffeting the strong 
head-on winds, has made himself a ‘New- 
Era Merchant.’ He has made a conscien- 
tious study of the community he serves, 
his store and himself and adapted every- 
thing to the new order of things and finds 
that it is not only profitable, but intensely 
interesting. 

“The hit and miss policy of yesterday 
must make way for the fact-giving records 








Cc. H. CASEY 
Secretary 


of today. The ‘anything else’ salesman 
must adopt the ‘have you seen this’ meth- 
ods, and the ‘pay once in six months’ 
customer must be made over into a ‘spot 
cash’ or ‘thirty day’ customer, ‘pay as you 
use’ or ‘sound and safe’ installment patron. 
The independent merchant must enjoy the 
benefits of volume buying and cultivate the 
habit of discounting. 

“Customers today have more dollars but 
each dollar will buy much less than it did 
a dozen years ago, and with so many more 
things for which to spend money, there is 
a strong tendency to think in terms of 
prices rather than in quality. 

“In his effort to increase sales, in com- 
petition with all these forces seeking the 
consumer’s business, the retailer has _ in- 
creased his service to customers, with seri- 
ous effect on his expense account. Pres- 
sure selling and the urge for increased 
volume have put into the retail stores 
greatly diversified stocks and duplicating 
lines. Invested capital has been spread 
over such a broad field as to impair in- 
dividual stocks. 

“Too little thought has been given to 
the fundamentals of retailing. Sales peo- 
ple are not trained in keeping with modern 
necessities, and the increasing of women 
as determining factors in hardware buying 
has only been partially recognized, and 
that, too, only in the immediate past.” 

The meeting on the second day opened 
with another committee report, this time 
on “Arrangement and Display,” given by 
H. G. Rensch, Madison; Matt Thune, 
Mitchell and O. F. Sjoberg. In this re- 
port the following comparison was made 
between the retail store and a mail order 
catalog: “We should strive to make our 
store a living catalog. The windows make 
up the cover; the store itself the inside 
pages; the goods the illustrations; the 
sales people and price tickets furnish the 
stimulus to buy. The trouble is, we are 
too willing to let our “living catalogs” be- 
come back numbers, dead issues. The 
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cover is too often soiled and torn, the 
pages dirty and missing, poor or almost 
no illustrations, a lack of description, 
price and stimulus to buy.” 

Farther recommendations contained in 
the report were: “We cannot expect to 
get new business, additional business or 
even hold our regular business, with the 
stand-still methods of yesterday. We must 
be alert, open minded, a student of our 
buying public and be over-willing to 
progress with those about us. There is 
nothing in the scheme of ‘Better Mer- 
chandising’ of today quite so important 
and productive for our success as hard- 
ware merchants, as the inviting atmos- 
phere, attractiveness and efficiency of a 
good store arrangement and merchandise 
display. 

“An outstanding weakness of past ef- 
forts, at store and stock arrangement work 
by the individual dealer, has been because 
it was often undertaken without proper 
consideration of the prime purposes and 
functions of arrangement. Pride in the 
past has been the biggest influence stimu- 
lating and bringing about improved store 
conditions. Vainly the merchant desired 
to have it said that he had the best looking 
store in town or in his community, or per- 
haps, even in his State. All other consid- 
erations were made secondary to satisfying 
this pride. With such a motive, it was 
natural that not enough thought was actu- 
ally given to those factors which deserved 
most serious consideration; for the pro- 
ductive results of his store improvements 
financially, as well as beauty of appear- 
ance.” 

Following this report, Ralph W. Carney, 
of the Coleman Lamp & Stove Co., Wich- 
ita, Kan., gave an address on “Welding 
the Weakest Link,” in which he cited the 
retail store clerk as the final link in the 
chain of distribution. He stressed the fact 
that the efforts and investment of the man- 
ufacturer, wholesaler and retailer were all 
wasted when the retail clerk did not have 
the ability to close the final sale to the cus- 
tomer. He urged that the dealers be more 
careful in selecting their employees, to 
train them better and to give them more 
responsibility. 

On Thursday forenoon the session was 


given over to still another committee re- 
port. The committee consisted of Harry 
Johnson, Rapid City; Paul Jaehn, Ravinia, 
and Bryan Schaffer, Vivian, and the subject 
of the paper was “Merchandise and Mer- 
chandising.” Characterizing this as a 
“selling age” the report stated: “So much 
of everything is clamoring to be sold, so 

















R. 0. BACON 
Treasurer 


many salesmen are striving for your cus- 
tomer’s dollar, that people have nearly 
ceased to buy, but take and pay for what 
is sold to them. This is a selling age and 
whether we like it or not we must make 
up our minds to the fact that it is neces- 
sary to sell our merchandise or it will re- 
main on our shelves. So many things are 
clamoring for our customer’s dollar and 
there are so few of them left after the 
bare necessities of life are supplied, that 
we must raise our selling voice above the 
rest if we are to secure our share. 
“Competition has ceased to mean entirely 
the other hardware store, but now includes 
automobiles, pianos, radios, the movies, 





and every article which is striving to make 





itself so desirable that they can-be sold 
first. Then, too, chain, variety, gyp and 
department stores with their cut prices, 
have developed into particularly mean com- 
petition. You must overcome competition, 
but you must know just what that com- 
petition is before you can _ intelligently 
compete. Sometimes you may find that 
it is your lack of right merchandise.” 

The last of these committee reports was 
given at the final session of the convention 
and was on “Business Control,” handled by 
G. H. Dunkleman, Tripp; W. L. Hartman, 
Aberdeen, and M. E. W. Christianson, 
Irene. The report dealt with the budget 
plan for controlling sales, expenses and 
purchases as devised by the National or- 
ganization and with the aid of charts and 
work sheets, the dealers present built up a 
sample control system. In urging the 
adoption of this system of control by the 
dealers, the report stated, “Certainly we 
know positively that margins and profits 
are not what they used to be. There can 
be no question but that economic condi- 
tions have been changing during the last 
five years, and that today it is no longer 
possible to operate a business successfully 
without knowing where you are at every 
minute of the day. 

“We must all learn that earnings are 
not dependent on the volume of goods sold 
alone, but that profit depends on (1) what 
gross margin you have to work with; (2) 
what percentage of this margin is repre- 
sented by your cost of doing business. 
Again if you purchase more goods than 
yuu are able to sell, you may show a profit 
according to your books; but this profit 
will be invested in merchandise; which, at 
best, is only a frozen profit; and, at worst, 
might easily become no -profit at all, in 
case we were to run into a depression.” 

Just prior to the final adjournment of 
the convention, the following officers were 
unanimously elected for the ensuing year: 
P. W. Waltz, Brookings, president; S. E. 
Strobel, Canova, vice-president, and R. O. 
Bacon, Cresbard, treasurer. Charles H. 
Casey, Minneapolis, was reappointed as 
secretary at a subsequent meeting of the 
board of directors. 





The 


Americanization of Tung Oil 


(Continued from page 61) 








to the Middle Ages or thereabouts, the bandits whose 
pillaging is likewise reminiscent of the days when one 
neighboring family poured hot oil on the heads of other 
neighboring families when they came to call, the native 
dealers with their quaint ways of making a gallon of tung 
oil not a gallon of tung oil, or rather of making it more 
than a gallon of tung oil—all these things could not be 
laughed off. 

Affairs got to such a state, not as regarded tung oil 
alone but as regarded conditions in general, that the 
United States War Department sent gunboats to Hang- 
kow to interfere with the Captain Kidd methods. This 
was several years ago. 

And the American paint and varnish manufacturers 
themselves took steps to make the production of varnish 
safer, if less flourishing, with adventure. They began 


“growing varnish” in Florida. There hundreds of thou- 
sands of acres of idle land was found favorable to the 
growth of tung trees. Soil, temperature and climatic 
conditions are all they should be. Problems of seeding, 
transplanting, grafting, budding and fertilizing were 
solved. The American Tung Oil Corporation and the 
Educational Bureau of the American Paint and Varnish 
Manufacturers Association have been active in this work. 
Tung oil varnish is elastic, very tough and nearly 
colorless. It is used almost universally in the manufac- 
ture of varnishes and enamels, and is widely used as the 
vehicle in wall paints. Its future production in quantity 
in this country will eliminate many difficulties. And it 
insures better varnishes. For the Florida tung oil is 
uniformly of better grade than the Chinese product, re- 
moved as it is from the whims of Oriental dealers. 
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More About the Tool Guarantee 


placement and then and there ad- 
vised that under no circumstance 
would another replacement be made, 
as we were sure the customer was 
overdoing the replacement guaran- 
tee, as we had never in all the axes 
sold of this brand had to make a re- 
placement to anyone else and it was 
very apparent that the fault lay with 
the user and we promptly told him 
so. There has been no further re- 
quest for replacement and we don’t 
think there will be. 

“Our entire experience has shown 
that we have made very few replace- 
ments. We do not talk too much 
about guarantees. We find that most 
people are reasonable, at least here 
in our city; much more so than we 
have heard of mechanics in larger 
cities, where we have heard of most 
unreasonable claims for _ replace- 
ments. 

“Our opinion on replacement of 
tools from claims of defects would 
be largely to observe the individual 
making the claim. If they are in- 
clined to be disagreeable the thing 
to do is to send in the tool for ex- 
amination and when a report is made 
to have them agree to the report 
either for a replacement or that the 
tool was misused. If they are sin- 
cere they will be willing to wait, 
and if they see that it will take time 
to get an adjustment and they have 
small grounds for complaint they 
will quickly drop the matter and 
either buy a new tool or continue to 
use the old one. 

“We do not believe in guarantee- 
ing tools unconditionally unless the 
manufacturer does, but even then the 
retailer is to some expense in send- 
ing in the defective tool and paying 
for the return of a_ replacement. 
Our replacements have been excep- 
tionally small on tools.” 

(Signed) H. B. Dietricu. 
Dietrich Hardware Co., 
Salamanca, N. Y. 





Guarantee Against Defects 


66 EGARDING the small tool 

guarantee problem, without 
question it is necessary to guarantee 
tools against defects in manufacture. 
A further definite guarantee is not 
necessary, in our opinion. We have 
never made a practice of guarantee- 
ing any tools for any specific length 
of time. ‘ Of. course, our lines are 





(Continued from page 51) 


subject to the usual abuse of re- 
turned goods. We use our own 
judgment regarding charges made 
and if complaints are made regard- 
ing our charges we are inclined to be 
liberal, to avoid ill-feeling and need- 
less correspondence.” 
(Signed) GEoRGE U. Hatcu, 
Vice-President. 
Millers Falls Company, 
Millers Falls, Mass. 


Misuse Causes Trouble 


as EGARD- 

ING guar- 
antee of tools, it 
is our belief that 
most breakages 
occur from mis- 








use. In other 
words, the tool is 
used for some 


purpose for which 
it was not de- 
signed. Our ob- 
servation 
has been, how- 
ever, that the 
percentage 
of broken tools 
returned is very 
small as  com- 
pared with the total amount sold, 
and we rarely refuse to replace any 
broken knives. 

“In our business, the items most 
abused are painters’ scrapers and 
putty knives. Scrapers are designed 
for scraping off point or wallpaper, 
but are frequently used for opening 
paint cans, prying open windows 
that are stuck and removing nails 
from walls. When so used, they are 
very apt to break. We do not come 
in contact with the actual user of 
the tools. We replace them to the 
jobber or dealer without question, 
leaving it up to him as distributor 
to use the proper discretion in ac- 
cepting the return from the cus- 
tomer. One of the great faults with 
the whole matter is that the retailer 
is too anxious to keep the good will | 
of the consumer and does not use | 
sufficient discretion in accepting the | 
return of broken merchandise.” 

(Signed) F. B. HINCHMAN, 
New York Manager. 
John Russell Cutlery Co. 
Chief Booster New York Hardware 
Boosters. 





F. B. HINCHMAN 








Problem More Serious 


ae HE matter 2, 

of the small 
tool guarantee 
problem is one 
that might well 
dominate any 
group of small 
tool manufac- 
turers. This prob- 
lem is becoming 
more and more 
serious every day. 
One manufac- 
turer is helpless 
without the con- 
certed action of 
all small _ tool 
manuf ac- 
turers and the co- 
operation of the jobber and dealer. 
We doubt very much if there are any 
immediate prospects of the situation 
improving. 

“In our own particular business, 
we have pliers that we know from 
factory marks have been in actual 
use from ten to twelve years come 
back to us showing just the ordinary 
wear and tear in continued use and 
abuse, and yet clearly show where 
someone has placed them in a vise 
and deliberately broken them for the 
purpose of getting new ones. Others 
come in with a large hole burnt in 
the cutting edge, where they have 
come in contact with a live wire. 

“The dealer, in fear of losing the 
cuStomer, replaces it, turns it back 
to the jobber, the jobber in turn 
throws it into the defective goods 
box, which he empties once or twice 
a year. Then by the time the tool 
gets back to the manufacturer, no- 
body knows where it came from. The 
jobber just puts it up to the manu- 
facturer that he has replaced it to 
the dealer, and it is up to the manu- 
facturer to do likewise.” 

“To use a popular expression, I 
don’t think it is fair to “pass the 
buck” to the dealer or the jobber. 
The manufacturers themselves are 
directly responsible for permitting 
the abuse:of the factory guarantee 
to reach its present stage.” 


(Signed) J. E. O’TOOLE, 
General Manager. 

Utica Drop Forge & Tool Co., 
Utica, N. Y. 





J. E. O’TOOLE 
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Chain Stores and the Hardware Industry 


By GEORGE A. FERNLEY 


Secretary-Treas. National Hardware Association 


and development of chain stores. Their expansion 

has been so rapid that many have been led to 
believe that in the future distribution will be largely 
confined to chain stores. As a 
result they contend that whole- 
saling and retailing will be 
largely in the hands of centralized 
organizations. 

The story of their growth is 
clearly revealed and emphasized 
by statistics covering sales, num- 
ber of stores operated, etc., which 
are usually accorded considerable 
publicity in the daily newspapers, 
financial magazines and _ trade 
journals. In order to obtain an 
accurate picture, I would like to 
review these statistics briefly. 

According to figures compiled 
by the United States Department 
of Commerce there has been a 
steady increase in the sales and 
number of chain stores since 1912. The largest indi- 
vidual enterprise is, of course, the Woolworth Company. 
In 1912 it operated 631 stores doing an average volume 
of $95,877 per store. Its total sales in that year were 
$60,557,767. At the end of 1926 the Woolworth Com- 
pany operated almost 1500 stores with an average volume 
of $171,300 per store and total sales of $253,645,124. 

This same tendency is shown by other chains and 
according to figures compiled by Merrill Lynch & Co. 
aggregate sales for twenty-two chain stores during the 
first ten months of 1927 were $755,399,218 against $650,- 
767,414 during the same period in 1926. This is an in- 
crease of approximately 16 per cent. 

The sales of the Woolworth Co. alone during Christ- 
mas week totaled $17,180,687, an increase of $3,061,495 
over the same week the previous year. Total sales of 
all chains during 1927 are estimated at $5,925,000,000 
by William J. Baxter, director of research for the Chain 
Stores Research Bureau. This, he estimates, to be a per 
capita average of $51 and 16 per cent of the total esti- 
mated retail business of the country. 

Sales of a few of the larger chains during 1925, 1926 
and the first ten months of 1927 were as follows: 


T. IE past decade has witnessed a tremendous growth 





GEORGE A. FERNLEY 


1925 1926 10mos. in 1927 
Woolworth .$239,018,000 $253,639,000 $205,118,179 
Kresge . 105,966,000 119,218,007 98,711,155 
S. H. Kress. 45,962,000 51,869,460 41,606,057 
Grant ...... 30,162,524 35,934,289 30,751,411 
McCrory . 29,545,000 33,592,730 29,228,321 
Metropolitan 8,675,402 11,008,459 8,833,099 


As the chain stores grew, new departments were added 
and many of them now carry house furnishings, hard- 
ware, tools, radio parts and less expensive automobile 


equipment. 


It has been estimated that approximately 


10 per cent of their present volume consists of such 
articles. 

Retailers, wholesalers and manufacturers of hardware 
are consequently confronted with the problem of evolv- 
ing plans for successfully meeting this competition. As 
a matter of fact the rapid growth of the chains is caus- 
ing manufacturers, wholesalers and retailers of all types 
of commodities to give chain store competition most 
serious consideration. Their methods are being studied 
by jewelers, dry goods merchants, candy dealers, grocers, 
department store owners, etc. As a result it is quite 
probable that new methods for meeting the competition 
of chains will be more rapidly adopted in the future 
than in the past. 

The problem with which we are concerned deals with 
the methods that can be most successfully adopted in 
our industry. The retailer must determine whether he 
is to meet the chain store on common ground, use price 
leaders to bring consumers into his store, or entirely 
ignore the chain store and sell service and quality. The 
wholesaler should give close attention and study to 
methods which will enable him to assist the retailer and 
the manufacturer must consider his sales policies in 
the same light. 

In approaching the subject it is highly desirable to 
consider the advantages enjoyed by the individual mer- 
chant and in this connection I would like to call attention 
to some thoughts expressed by Edward A. Filene, presi- 
dent of William Filene’s Sons Co., Boston, during a 
recent address before the American Economic Associa- 
tion. While his opinions reflected the views of a depart- 
ment store owner, many of his thoughts apply with equal 
force to the small, individual retailer. Among the out- 
standing advantages mentioned by him were—better 
local generalship with the consequent ability to get direct 
and swift action, and closer contact between management 
and the community served. 

During the course of his address he emphasized the 
importance of carrying merchandise that appeals to all 
classes of customers and concentrating on three full line 
price ranges. 

He also stated—‘“In order to keep costs of retail dis- 
tribution as low as possible it is necessary to get the 
largest possible volume of sales with the smallest possible 
stock of goods that gives a rapid turnover, this not only 
cuts the cost of selling but enables the retailer to make a 
satisfactory total profit on a smaller margin. If full 
lines of goods are carried in all of the possible price 
ranges the stock becomes so large that turnover is great- 
ly reduced. What might possibly be gained in volume is 
more than lost through slower turnover and ultimate 
mark-downs on slow moving and obsolete goods. By 
standardizing on three full line price levels and insisting 
that the manufacturers sell at a price which will fit the 
goods into one of them, the stocks which must be carried 
are greatly reduced and far fewer mark-downs are 
necessitated by the unsalability of goods marked at the 
odd price. Concentration on the three full line price 
ranges is valuable to any store, large or small.” 
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_ In this connection, it is our belief that the wholesaler 
is equipped to render the retailer a very definite service 
that is completely in accord with this suggestion. The 
fact that the wholesaler can deliver merchandise to the 
retailer as and when he needs it, enables him to keep 
his stocks as low as is reasonably possible and obtain a 
larger and more rapid turnover. In endeavoring to hold 
his overhead at the lowest possible level the retailer 
should constantly bear this service in mind and utilize 
it to the fullest possible advantage without, of course, 
magnifying the small order evil. The fact, however, 
that the wholesaler is available enables him to make 
deliveries much more speedily than they can be obtained 
from distant manufacturers. He is equipped to render 
a service which, if properly utilized, is of inestimable 
value. 

Another thought expressed by Mr. Filene was that 
managers and buyers will become more valuable as they 
learn that they should primarily be sellers rather than 
buyers and skilled in learning what customers want and 
ought to have. The ordinary buyer of average skill, he 
contended, is inclined to buy what he individually likes 
and then leave it to the sales people to sell the customers 
what he has bought. 

Mr. E. B. Gallaher, Treasurer of the Clover Manu- 
facturing Co., in a recent analysis of chain store methods 
contributed a number of suggestions which are of in- 
terest. He declares that people desire to shop and not 
always knowing exactly what they want, go where mer- 
chandise is displayed to advantage and can be freely 
inspected. The chain store, he says, has carefully ana- 
lyzed human psychology and displays its merchandise 
in a manner that appeals to the public and makes it easy 
to shop. He suggests that the individual merchant can 
successfully fight the chain store with its own weapons. 
To do this he advocates modern store fronts and proper 
window display facilities as well as improved interior 
arrangement. In the latter connection he advocates aisles 
about 5 ft. wide so that customers can walk through 
the store and see merchandise displayed on both sides 
of them. Wider aisles, permitting people to circulate 
aimlessly through the store without seeing the merchan- 
dise tables, are considered inadvisable. The usual 
show cases that are piled high with all kinds of advertis- 
ing are of little or no value, he says. In their stead he 
suggests tables 6 ft. long by 30 in. wide and 30 in. high 
on which various articles can be conveniently displayed. 

. Mr. Gallaher contends that all merchandise should be 
clearly priced and a short value-creating description 
given. “It is found,” he says, “that where we carry 
two ‘similar articles as, for instance, hammers, if we 
offer one hammer at $1, stating that this hammer has a 
hickory handle, a steel head and is perfectly balanced, 
etc., and in the next bin we offer a hammer for 30 
cents, with a sign stating that this is a serviceable ham- 
mer and good value for the price, we will sell a great 
many more of the high-grade hammers than we will 
of the cheap ones. Whereas, if we simply place the 
price of 30 cents on the bin containing the cheap ham- 
mers, and $1 over the better grade, strange as it may 
seem we will now sell more of the cheap hammers. The 
reason, of course, is that the purchaser has no knowledge 
as to values; and as no distinct value has been created 
in his mind, he naturally buys on “price.” 

Joseph L. Lustberg, of Lustberg, Nast & Co., New 
York, in a series of articles published a few weeks ago 
in the Daily News Record, discussed the chain store 
problem at length. In preparing the articles Mr. Lust- 
berg consulted a number of the largest wholesalers in 
the United States, and offered many suggestions. 


“One of the problems that chain orgamzation has to 
face is the difficulty of making each of its stores bear 
a personality and be manned by an individuality.” He 
said: “In other words, standardization.in the manufac- 
ture of goods is a benefit, but standardization in the sell- 
ing of goods is a menace. The weak link in the chain 
system, then, is its die-cut, stereotyped store manager. 

“The small retailer, on the other hand, by cashing in 
on his personality, has one mighty weapon with which 
to meet his chain-store competition. The average retail 
merchant is a man who is bred and reared in the town 
in which his store stands. He has lived there all his 
life, his customers call him by his first name, he is a con- 
tributor to the church and to its charities. He knows 
his customers, and he should know his customers’ wants. 
Because of his intimate associations in his town, he 
should wield his personality and his acquaintanceship 
as a great business battle axe. 

“Wholesalers have two jobs on their hands: One, get- 
ting the business of the best merchants in the town; and, 
two, making a third-rate storekeeper into a first-rate 
merchant. 

“The first object is to seek out the real reason for the 
success of the chain store, and the second, to employ the 
methods used. In short, the wholesaler who succeeds is 
the wholesaler who meets and solves his_ retailers’ 
problems.” 

Although criticism has frequently been leveled at 
retailers, there is evidence that they are giving chain 
store competition more serious study and consideration 
than at any time during the past ten years. The lethargy 
for which they were formerly criticized is being super- 
seded by a determination to meet the new conditions 
with which they are now confronted. This awakening 
and revitalizing of the retail trade may be attributed to 
the excellent educational work of the National Retail 
Hardware Association and the tremendous publicity that 
has been given the chain store question both in the public 
and trade press. It would seem, therefore, that the 
Hardware Council could well undertake the development 
of a definite plan for welding the manufacturer, whole- 
saler and retailer together for the perfection of a con- 
structive program to assist the retailer more successfully 
to compete with his most powerful adversary. 

That the retailer is ready for such assistance is indi- 
cated by a survey undertaken by the Research Depart- 
ment of our Association since the last meeting of the 
Council at Atlantic City in October. As a part of this 
survey 185 retail hardware merchants in Philadelphia 
and vicinity were personally interviewed in order to se- 
cure accurate, first-hand informatijon. 

These interviews revealed an entirely new and almost 
startling psychology among many live, wide-awake mer- 
chants. Instead of fearing chain store competition, they 
welcomed it. They believe the opening of a chain store 
in their neighborhood is good for their business. ‘They 
contend the opening of local chain stores encourages 
people to buy in their own neighborhood and that if this 
tendency can be furthered the hardware retailer can suc- 
cessfully compete with the chain store and secure his 
share of the business. 

It should not be inferred that this view is universal. 
To the great majority the chain store is a dangerous 
competitor, particularly on lower priced limes, but our 
survey revealed a growing determination on the part of 
many merchants to endeavor to meet it instead of being 
crowded out. This is particularly encouraging and 
should be accorded special attention by the Hardware 
Council. 

(Continued on page 9) 
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A window of colored houseware that proved successful for C. E. Armstrong & Sons, Clinton, Iowa. 


Selling the Rainbow 


HE sale of colored housewares 

i is gaining momentum every day 

until every hardware dealer is 
literally “Selling the Rainbow.” This 
color vogue is running rampant 
throughout the house from the 
kitchen to the bathroom. 

A recent window display of colored 
housewares created more attention 
than any other during the past year. 
It actually kept us busy with sales 
which were directly due to it. Goods 
on display were bread boxes, bread 
boards, Polly Prim recipe cabinets, 
Bluebird indoor clothes line reels, 
dust pans, cake boxes and other items 
shown in the photograph. 

We discovered that too many colors 
are as bad as not enough. Many 
manufacturers are showing their 
products in too great a variety of 
colors. Four colors are enough— 
Chinese red, delft blue, apple green 
and canary yellow. A great variety 
of colors does not increase the sales 





By Roscoe Armstrong 


of C. E. Armstrong & Sons, Clinton, Towa 


sufficiently to warrant the extra in- 
vestment. 

There is no question as to the rea- 
son for the popularity of colored ware 
... kitchens were formerly dull, 
dreary and just a place where the 
housewife had to drudge for hours at 
atime . . . color has changed all this 
about and has helped to make her 
workshop a delightful place. The 
modern housewife can carry out a 
color scheme in her kitchen as well as 
in any other room in the home, for 
manufacturers are offering enameled 
cooking utensils, refrigerators and 
even the lowly dust pan in brilliant 
colors. 

Colored housewares are valuable 
from a display standpoint in the deal- 
ers store. They liven the appearance 
of counters and shelves and relieve 
the drab atmosphere created by the 
time worn black and white finishes 
that were formerly found. We have 
found that by grouping the colors to- 





gether it has had a far better effect 
than by mixing them up. This 
grouping works on the imagination 
of the woman as she can see the re- 
lationship of the different colored 
articles to each other and visualize 
them in her home and how they would 
blend with her furniture. A mixed 
color display is confusing and it is 
well to avoid it whenever possible. 

Every colored article in the hard- 
ware line, purchased by a woman 
means that she will eventually buy 
other things in color to match the 
color scheme she has started. 

Selling the Rainbow is not a pass- 
ing fad, for color in the kitchen and 
other parts of the home is here to 
stay. It has given the housewife an 
opportunity to express her personality 
and create a cheery and homelike 
atmosphere where it is necessary for 
her to spend the greater share of 
her time. 





Have You Heard This One? 


Milligan—If I be afther lavin’ security equal to what 
I take away, will yez trust me till nixt week? 


Sand (the grocer )—Certainly. 


He (after long argument )—I wonder what would hap- 
pen if you and I ever agreed on anything. 


She—I’d be wrong. 


“Well, thin, sell me two av thim hams an’ kape wan 


av thim till I come agin.” 





The laziest man we can imagine is one who sits up all 
night to keep from washing his face in the morning. 





He—-Dear, I don’t think I'll be home for dinner tonight. 


She—No? 


What will I do? 
He—If I change my mind, I'll call you on the phone 
at six; but don’t answer, then I’ll get my nickel back. 
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Charles W. Beaver Heads The 
Lockwood Mfg. Co. 


A complete change in the management 
of The Lockwood Mfg. Co., South Nor- 
walk, Conn., has been announced, follow- 
ing the recent meeting of the stockholders. 
Charles W. Beaver, formerly general sales 








CHARLES W. BEAVER 











manager of Yale & Towne Mfg. Co., was 
elected president, and Gen. Russell Frost 
was named vice-president, to succeed 
George H. Lockwood, who recently re- 
signed. Nelson T. Hayes was renamed 
secretary of the company. 

Mr. Beaver had been associated with the 
Yale & Towne Mfg. Co. for twenty-four 
years, when he resigned in 1925. The new 
board of directors consists of Gen. Russell 
Frost, Charles W. Beaver, William A. Kel- 
ley, John Reeves Frizzell, Wilson P. Foss 
and Nelson T. Bayes. 

No change in the policy or personnel of 
the company has been announced. 





Reed Joins D. W. King & Co. 


R. C. Reed, who for many years was 
connected with the Pacific Coast branch of 
the Remington Arms Co., Inc., has joined 
the D. W. King & Co., manufacturers’ 
representative of 523 Call Building, San 
Francisco, Cal., as an associate member. 

Mr. Reed is well and favorably known 
to the hardware and sporting goods trade 
in that locality, and is also an expert in 
trap shooting, having won the high pro- 
fessional average on the Pacific Coast for 
several years. 

D. W. King & Co. handles hardware and 
sporting goods in the territory west of 
Denver, Colo. 





“Pieces of 8 Week” Planned by 
International Silver Co. 


International Silver Co., Meriden, Conn., 
manufacturer of 1847 Rogers. Bros. silver- 
plate, is planning to observe the week from 
May 21 to 26 inclusive as “Pieces of 8 
Week.” This will be the successor to the 
popular “Wedding Guest Week” which, 
when observed in the past, proved very, 
popular. 





Attention of the buying public is being 
drawn to this week through national ad- 
vertising and to the trade, through the 
trade papers. 

“Pieces of 8 Week” is also featured in 
the spring advertising portfolio, entitled 
“Burning It In.” This booklet reproduces 
some of the company’s current advertise- 
ments and also lists the sales helps avail- 
able to the retail dealer. 





H. N. Kelsey Now With United 
States Electrical Tool Co. 


H. N. Kelsey has been placed in charge 
of a new branch office of the United States 
Electrical Tool Co., Cincinnati, Ohio, at 
205 University Building, Syracuse, N. Y. 
His territory will include all of New York 
State with the exception of region adjacent 
to New York City, which remains in 
charge of W. B. Da Silva. 

Mr. Kelsey was recently connected for 
five years with the Syracuse Twist Drill 
Co., Syracuse, and previously was identi- 
fied with the Waltham Grinding Wheel 
Co., Waltham, Mass., and with the Ross 
Mfg. Co., Cleveland. 





Lazard Kahn Dies—President 
Estate Stove Co. 


Lazard Kahn, president of the Estate 
Stove Co., Hamilton, Ohio, died at his 
home in Cincinnati, on March 7. 

With his brothers, Felix and Samuel, he 
became associated with an old firm of stove 
founders at Hanging Rock, Ohio, in 1873, 
and in 1881 he and his brother Felix 
bought the business and continued to oper- 
ate it under the name of F. and L. Kahn 
Brothers, with offices in Cincinnati. In 
1884 the company erected a plant at Hamil- 
ton, but still retained its general offices 
at Cincinnati. The business was incorpor- 
ated as the Estate Stove Co. in 1906, and 
the general offices were removed to Hamil- 
ton. 

Mr. Kahn was born in Alsace in 1850. 
At the International Exposition in Paris 
in 1900 he was a juror of awards, and a 
year later was made a Chevalier of the 
Legion of Honor of France. As president 
of the Estate Stove Co. he was active un- 
til about a year ago. 





Hamilton Metal Products Co. 
Buys Lawn Sprinkler Patents 


The Hamilton Metal Products Co., Ham- 
ilton, N. Y., has purchased the patents and 
manufacturing rights of the New Way 
Turbine Lawn Sprinkler from The Nov- 
elty Mfg. Co., Cincinnati, Ohio. The 
Hamilton company has made several im- 
provements on the product and is market- 
ing it as the Climax Turbine Lawn Sprin- 
kler. 


Silver With Chicago Firm 


Charles Silver, formerly in charge of the 
retail advertising department of Pickus- 
Weiss, Inc., and more recently with Van- 
derhoof & Co., has been appointed adver- 
tising manager of The Taylor Washing 
Machine Co., Chicago, IIl. 





Moore Push-Pin Co. Elects 
John R. Davies President 


John R. Davies, for many years a di- 
rector and vice-president of the Moore 
Push-Pin Co., Philadelphia, Pa., was elect- 
ed president of the company at a recent 
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meeting of the board of directors. He suc- 
ceeds the late William Percy Mills. 

Mr. Davies is well known in manufac- 
turing and utility circles, not only in Phila- 
delphia but in New York and Chicago. 
In addition to his many activities, he was 
for a number of years president and gen- 
eral manager of Willow Grove, Philadel- 
phia’s large amusement park. 

Philip Carey Co. Salesmen 
Hold Sales Meeting 


Salesmen in the Columbus, Ohio, dis- 
trict of the Philip Carey Co., Cincinnati, 
Ohio, attended on March 2, the first of a 
series of meetings outlined for the year. 
R. A. Gaines, manager of the paint depart- 
ment addressed the men, who included 
J. L" Moore, Cincinnati; A. H. Niles, 
G. F. Steinwart, R. L. Wolf, J. H. Grue- 
son and L. W. Davis, all of Columbus; 
C. E. Snyder, Zanesville; H. C. Jenkins, 
Columbus, and F. H. King, Athens. 


Steed Can Handle Hardware 
Items on Pacific Coast 


Franklin P. Steed, 269 Chamber of 
Commerce building, Los Angeles, Cal., is 
desirous of serving a manufacturer or 
distributor as a Pacific Coast representa- 
tive. He is in a position to handle any 
practical line of merchandise with the ex- 
ception of one requiring particular techni- 
cal knowledge. 


J. Lepper and A. Tattrie Open 
Natick Hardware & Paint Co. 


John Lepper and Alexander Tattrie, for- 
merly well-known road salesmen, traveling 
throughout New England, have opened a 
retail hardware store at 55 Washington 
Street, Natick, Mass. The store will be 
known as the Natick Hardware & Paint 
Co. and will be managed by Mr. Lepper. 
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T. A. Hyde New Vice-Pres. of. winter and another on the development of 


Henry G. Thompson & Son Co. 


At the recent annual meeting of The 
Henry G. Thompson & Son Co., New 
Haven, Conn., manufacturer of Milford 
and Milflex hack saw blades, T. A. Hyde 
was elected a vice-president of the com- 
pany and A. W. Tucker was elected sec- 
retary. 

Both Mr. Hyde and Mr. Tucker have 
been connected with the Thompson com- 
pany for many years and are well quali- 
fied to assume their new duties. 

Mr. Hyde has taken charge of the New 
York territory, including the export busi- 
ness in New York with offices at 126 
Chambers Street, N. Y. C., and Mr. 
Tucker has been given charge of the home 
office at New Haven. 

The other officers of the company are 
D. W. Northup, president; Fellowes 
Thompson, vice-president, and D. C. 
Smyth, treasurer. 


Shivell New President of Louis- 
ville Hardware Assn. 


T. F. Shivell has been elected president 
of the Louisville Retail Hardware Dealers’ 
Association, Louisville, Ky. Other officers 
elected at a recent meeting include: J. R. 
Smith, vice-president, and Joseph Kirch- 
dorfer, secretary-treasurer. 

Forty hardware dealers in and around 
Louisville constitute the membership of 
this association, which meets semi-monthly 
to discuss plans for the betterment of the 
trade. 





The Moto-Mower Co. Opens 
Sales Office in Boston, Mass. 


In order to give its New England trade 
better service, The Moto-Mower Co., of 
Detroit, Mich., has opened a factory branch 
at 165 Brighton Ave., Allston, Boston, 
Mass. A complete stock of Moto-Mowers 
and repair parts will be carried at this 
branch. H. J. Kenrick, formerly with the 
Ames Agricultural Implement Co., has 
been placed in charge of this office. 





Iver Johnson Bicycle Catalog 


Iver Johnson’s Arms & Cycle Works, 
Fitchburg, Mass., has issued its new 
Bicycle Catalog, which also covers the 
company’s line of junior cycles and veloci- 
pedes. The catalog has been carefully pre- 
pared, is well illustrated in color and also 
lists a complete line of accessories for the 
bicycles, junior cycles or velocipedes. 


E. C. Atkins & Co. Publish 
Winter Issue of The Saw Kerf 
The winter issue of The Saw Kerf 

has been published by E. C. Atkins & Co., 


Indianapolis, Ind. In this issue are an- 


nounced the names of the winners in the 
recent Saw Kerf Quiz and also correct 
answers to the picture which was recently 
published. 

Among the interesting articles is one 
about operating portable sawmills in the 








the electric hand saw. The book is filled 
with its usual style of bright, interesting 
reading, of value to all hardware men. 


P. E. Kuzell to Cover New 
England for Wooster Brush Co. 
P. E. Kuzell, who for several years has 


been representing the Wooster Brush Co., 
Wooster, Ohio, in Greater New York and 











P. E. KUZELL 











other Eastern territory, is now, in addition, 
covering all of the New England States. 
E. E. Morton, who was the New England 
representative for the Wooster company, 
has resigned his position, and Mr. Kuzell 
has taken over the territory. The many 
friends of Mr. Kuzell in his old territory 
and in other Eastern States will be glad 
to know that he will also continue to call 
on them. 





W. A. B. Dalzell Dead 


W. A. B. Dalzell, president Fostoria 
Glass Co., died suddenly at his home in 
Moundsville, W. Va., on March 12. He 
was born in Pittsburgh in 1858. With a 
brother he went to Wellsburg, W. Va., 
in 1884 to start in the glass business. In 
1887 Mr. Dalzell went to Findlay, Ohio, 
and founded the Dalzell Glass Co. and was 
its president until 1901, when he sold out 
his interests to become president and gen- 
eral manager of the Fostoria company at 
Moundsville. 

Karl L. Norris, President 
Saugus Trust Co. 


Karl L. Norris, vice-president and gen- 
eral manager of the Wetmore Savage 
Electrical Supply Co., Boston, Mass., has 
been made president of the Saugus Trust 
Co., Saugus, Mass. 





Block Joins Rawlings Co. 


R. P. Block, a former sales executive 
of the Simmons Hardware Co. and the 
Shapleigh Hardware Co., of St. Louis, 
Mo., has joined the Rawlings Mfg. Co., 
also of St. Louis. He will assist Walter 
Bischoff, sales manager of that company. 


John W. Brown, Jr., Heads 
Central N. Y. Association 

John W. Brown, Jr., was reelected presi- 
dent of the Central New York Retail 
Hardware Association at a recent annual 
meeting of the association. Lemuel Davies 
was reelected treasurer and Clarence Mil- 
ler was reelected secretary. J. H. Couden 
of Manlius, N. Y., was elected to the vice- 
presidency. The executive committee will 
consist of Emil Evertz, Mark A. Serio 
and D. C. Williams. 

This meeting was held after a dinner in 
the Liederkranz Club, Syracuse, N. Y., 
on Monday, March 12, celebrating the first 
anniversary of the founding of the asso- 
ciation. The April meeting will be held 
in the store of Dotterer & Becker, Inc., 
of Syracuse. This association has visited 
the stores of most of its members, and the 
individual members gain many valuable 
ideas and helpful suggestions from their 
monthly visits. 


S.S. “Dixie” Sailing April 16 
Available for Convention 
Delegates 


For the accommodation of those attend- 
ing the Southern Hardware Manufacturers’ 
Convention, Biloxi, Miss., April 16-19, 1928, 
the Southern Pacific Steamship Lines an- 
nounce sailing for this convention of the 
new S.S. Dixie from New York to New 
Orleans, April 7, sailing from Pier 48, 
Hudson River, New York City, at 12.45 
p. m., arriving New Orleans 7.00 a. m., 
April 13. 

The S.S. Dixie made the maiden trip 
from New York, Jan. 28, and is the last 
word in steamship construction, having 
suites with sitting room, twin beds and 
private bath, also single rooms with private 
bath. All outside rooms are luxuriously 
furnished. Hot and cold running water 
in all rooms. Hot and cold fresh and salt 
water in all baths. Intercommunicating 
telephone system connecting all suites, pub- 
lic rooms and social halls. The public 
spaces consist of a dining saloon, a lounge 
and music room, library, writing room, 
smoking room, observation sun parlor and 
dance room, spacious social halls, a café 
and a barber shop. Forward end of prome- 
nade deck built in solid and fitted with 
sliding glass windows. 

The Dixie carries the most modern 
wireless and lifesaving equipment, with the 
very latest devices for fire prevention. 

The Dirie is 445 ft. long, 12,160 tons 
displacement, burning oil, with a passenger 
capacity of 279 first cabin; speed about 
16 knots. 

Circle tour tickets from New York to 
New Orleans and return, using steamer 
one way between New York and New 
Orleans and direct rail route returning, or 
vice versa, $111.34. The fare from New 
Orleans to Biloxi, Miss., and return is 
$5.76. A most delightful trip can be 
planned by using Southern Pacific service 
either both ways by steamer or one way 
steamer and one way rail. 

Returning from New Orleans: 

S.S. Dixie, Wednesday, April 18; S. S. 
Creole, Wednesday, April 25. Arriving in 
New York, Monday, April 23 and 30 re- 








spectively. 
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Foreign Trade Convention to Be 
Held in Houston, Tex. 


Five special trains will carry the major- 
ity of the 1500 delegates from all parts 
of the United States to the 15th National 
Foreign Trade Convention to be held at 
Houston, Tex., on April 25, 26 and 27. 

The principal theme of this convention 
will be our country’s trade with Latin 
America and the presence of business dele- 
gations is already assured from more than 
ten Latin American countries. A feature 
on the convention’s program will be a 
series of nine addresses on the basic fac- 
tors of export merchandising, which will 
take the place of the usual group sessions 
of the convention. 

Another feature of the convention will 
be a special tour to Mexico, which will 
start immediately after the close of the 
convention. 
trains, which will stop at principal cities 
on the way to Mexico City. 

O. K. Davis is secretary of the National 
Foreign Trade Council whose offices are 


at the India House, Hanover Square, New | 


York City. 


Successful Joint Meeting Held 
by Jersey Shore Association 


On Thursday evening, March 15, a joint 
meeting was held in the Marlboro Hotel, 
Asbury Park, N. J., of the Jersey Shore 
Hardware Association and the Monmouth 
County Lumber Dealers Association. This 
joint meeting was one of the first of its 
kind and was declared a great success by 
the seventy dealers present. 

At 7.30 p. m. the members and invited 
guests enjoyed a dinner, which preceded 
the business meeting. 
were James K. Brownell, president of the 
Jersey Shore association; A. N. Sterner, 
president of the Lumber Dealers’ associa- 


Delegates will board special | 


| Bob Raymond Elected a Director | 





At the guest table | 


tion; L. Usher, secretary of the hardware | 


organization; H. Reid, secretary of the 
Lumber dealers’, and Fred Hinchman, John 
Russell Cutlery Co., Chief Booster of the 
Hardware Boosters, who was the speaker 
of the evening. After the routine business 
of the evening had been disposed of, a dem- 
onstration was given by the manufacturers 
of Marb-l-coat. 

Chief Booster Hinchman was then intro- 
duced and spoke on “The Hardware Store 
as the Salesman Sees It.” Mr. Hinchman 
told of the natural leaning of every man 
toward only doing what habit dictates. 
This, he said, has retarded the progress of 
the hardware store until the last few years, 
until now the hardware store is progress- 
ing and improving. He analyzed the view- 
point of the employer and the employee, 
saying that all should work for sales and 
not purchases. He pointed out that a pur- 
chase is consummated when a customer pro- 
cures that which he is looking for, and a 
sale is made when he buys something that 
he did not originally intend to purchase. 

Mr. Hinchman also spoke of the cour- 
tesy and friendliness of the hardware dealer 
toward the salesman. His talk was very 
much appreciated by all present. 





of Evansville Tool Works, Inc. 


Robt. Raymond, better known among 
many hardware friends as “Bob,” has been 
elected a director of the Evansville Tool 
Works, Inc., Evansville, Ind. For some 
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time he has been sales manager of the 


| company, working closely with President 


Irving S. Kemp. Bob has been a popular 
and prominent figure at many national 
hardware conventions. He has been a 
studious and efficient sales executive, and 
will now have even a more active part in 
activities of the Evansville Tool Works. 
His many friends will welcome this news 
of his latest advancement and will feel 
sure that he will measure up to the added 
responsibilities in a most creditable way. 


The Stronach Nail Co. Formed 
to Produce New Type of Nail 


The Stronach Nail Co. has been organ- 
ized in Pittsburgh, Pa., and at its plant in 
Ellwood City, Pa., is producing a tri- 
angular pointed nail that already is being 
marketed. The claim for this type of nail 
is that on account of the shape of its point 
and the fact that the point has a smaller 
area than the cross-section of the shank, 
it obviates wood splitting. 

The nail was designed by H. S. Stro- 
nach, formerly head of the West Coast 
Lumber Trade Extension Bureau, who is 
vice-president and sales manager of the 
new company. Several machines for mak- 
ing the new type nail are already in ser- 
vice at the Ellwood City plant, formerly 
that of the American Steel Co. of Penn- 
sylvania. It is planned to install eventually 
100 of these machines and to establish 
manufacturing facilities in several other 
parts of the country. 

E. S. Eggers, cashier of the Union Na- 
tional Bank, Pittsburgh, is president of 
the company; J. H. Leonard, vice-presi- 
dent and treasurer; R. F. Kiefer, vice- 
president and plant manager, and Walker 
McCune, secretary. 


| 
| 





| non-renewable fuses, Gem 


Electrical Manufacturers Form 
Merger in Chicago 


Announcement was recently made of the 
consolidation of the Jefferson Electric Mfg. 
Co. and the Chicago Fuse Mig. Co., the 
new organization to be known as the Chi- 
cago-Jefferson Fuse & Electric Co., with 
offices at Laflin and Fiiteenth Street, Chi- 
cago. 

The Jefferson Electric Mig. Co. has been 
well known to the electrical, radio and 
automotive trades for its high-grade line 
of bell-ringing, signal, toy, sign, furnace 


| and control transformers, its radio trans- 


formers, rejuvenators and testers, its auto- 
motive coils and testers and its gas engine 
coils. 

The Chicago Fuse Mfg. Co. has built 
up its business on its Union renewable and 
Powerlets and 
its line of Gem Switch and Outlet Boxes. 

The new company will continue the mak- 


' ing of the complete lines of the two former 


concerns and will also maintain the estab- 
lished policy of distributing only through 
the recognized jobbing channels. It is ex- 
pected that with the combined sales force, 
the combined engineering experience and a 
standardization of policies the Chicago- 
Jefferson Fuse & Electric Co. will be able 
to serve the trade to much -better advan- 
tage. 

The following are the officers of the new 
organization: President, J. A. Bennan, for- 


| merly president of the Jefferson Electric 


| will be 





Mfg. Co.; vice-president, A. R. Johnson, 
formerly secretary of the Jefferson Electric 
Mfg. Co.:; vice-president, A. E. Tregenza, 
formerly vice-president of the Chicago 
Fuse Mfg. Co.; and treasurer, J. C. Daley, 
formerly treasurer of the Jefferson Elec- 
tric Mfg. Co. 


Illinois Association Plans Six 
Hardware Schools 

The Illinois Retail Hardware 
tion, following the successful conduct of 
two “hardware schools” last year, is plan 
ning a series of six similar schools this 
spring. The schedule of meetings is as 
follows: Chicago, March 19 and 20; Rock 
ford, March 22 and 23; Ottawa, March 
26 and 27; Galesburg, March 29 and 30: 
Decatur, April 2 and 3, and Mt. Vernon, 
April 5 and 6. , 

The programs at these two-day meetings 
the same in each case and will 
consist of lectures on the subjects of 
Organization of Finances, Organization of 
Stock and Store Display, Organization of 
Employees, Business Control, Merchandise 
Control, Stock Turn, Mark-up and Mar- 
gins, Employees, Buying, Selling, Sales 
Directing and Advertising. The speakers 
at the various meetings will include H. P. 
Sheets, secretary of the National Retail 
Hardware Association; Rivers * Peterson, 
editor of the Hardware Retailer, and C. G. 
Gilbert, president; Joshua Claridge, vice- 
president; Fred Swannell, director, and 
Paul Mulliken, assistant secretary, all of 
the Illinois association. 

No fee is to be charged in connection 
with these short courses in store manage- 
ment, and dealers from other States are 
welcome to attend any of the meetings. 


Associa 
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Improved Semesan Products 


E. I. duPont de Nemours & Co., Inc., 
Dyestuffs Department, Wilmington, Del., 
has made several important improvements 
to its Semesan Bel and Semesan Jr. seed 
disinfectants. The new improved type of 
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Semesan Bel is more effective than its 
predecessor and will treat approximately 
twice as many bushels of seed potatoes. 
It also shows substantial improvement in 
disease control efficiency, especially against 
seed-borne scab and rhizoctonia. The new 





product retains all the valuable properties 
of the old. Improved Semesan Jr. is also 
known as DuPont Dust No. 35-C. and has 
been subjected to severe tests on corn crops 
throughout the country with very satis- 
factory results. It is also more economical 
to use than the former preparation. 


Cleaning Attachment for Rake 


A self-cleaning attachment for a garden 
rake has been placed before the retail trade 
by W. L. Myers, 909 North Sixty-sixth 
Street, St. Louis, Mo. This attachment 
is made in two sizes to fit 14 and 16-tooth 





rakes; it is easily attached and removed. 

There are two bars; one inside the teeth 
and the other outside, which extend across 
the width of the rake and drop down to 
within a half-inch of the bottom of the 
teeth. A top bar, to which the outside 





and inside bars are attached, rests on top 
of the rake frame and can be locked into 
position to do rough work, such as break- 
ing clods or lumpy earth. When the rake 
begins to choke, simply shake it and this 
slight motion causes the cleaning bars to 
drop down and remove any grass or leaves 
which may be stuck on the teeth. 


The Protectahood 


The Protectahood Corporation, Auburn, 
N. Y., recently placed before the retail 
trade a useful device for the automobile 
owner. The Protectahood is a covering 
for the automobile engine which is at- 
tached to the inside of the hood. It is 





built from a layer of asbestos, a layer of 
reinforced jute fibre and a layer of felt, 
bound together with strong tape. It is 
easily attached with the felt side next to 
the hood and raises and lowers with the 
hood. The company claims that it warms 
up the motor quickly, makes cold weather 
starting easier, heats the inside of the car 
and protects the natural lustre of the hood. 
The side pieces or lourve covers are re- 
movable and should be left off in hot 
weather, permitting air to enter the lourves 
to cool the engine, while the upper section 
of the Protectahood protects the lustre of 
the hood from heat of the engine. Pro- 
tectahoods are made to fit many standard 
makes of automobiles. 





A Brake Adjustment Wrench 


A specially designed wrench for brake 
adjustment purposes is now being offered 
to the trade by the Billings & Spencer Co., 
Hartford, Conn. Proper brake adjustment 
has often been difficult heretofore, due to 
limited clearance and awkward placement 
of nuts. This wrench, made from drop 
forged steel, has been designed to over- 
come these difficulties. 

It is double headed, each head being only 
7-32 inch thick and set at different angles. 
These angles have been figured out so that 
when the turning limit with one head is 
reached, the nut is taken up with the other 





head, and so on, until the complete adjust- 


ment is made. Milled openings are % inch 
for use on 7-16 inch S. A. E. standard 
nuts. 





Fay Floor Machine 


A floor machine which will complete 
a number of floor operations, including 
scrubbing, waxing, and polishing floors of 
linoleum, tile, and cork as well as wood, 
sandpapering and refinishing and much 
other work on surfaces to be finished or 
refinished, is manufactured by the Fay 
Co., 11 East Thirty-first Street, New 
York City. 

The Champion model floor machine is 
constructed of high-grade, finely machined 
aluminum castings. A standard electrical 
motor delivers twice the amount of power 
necessary to operate the machine through 
a simple gear reduction with very large 
gear size and oversized bearings. 

The entire weight is supported by a spe- 
cial thrust bearing over 5 in. in diameter. 








This relieves the machine of undue fric- 
tion and the full power of the motor is 
delivered to the brush. 

The machine has a specially designed 
handle on which there is the operating 
switch and cable arm. The handle can be 
adjusted to suit the height of the operator, 
and this adjustment is sufficient to lower 
the handle to a horizontal position so that 
the machine can be operated on tables, 
benches and desks—in this position the ma- 
chine and handle being only 10 in. from 
the floof. 

The following attachments are fur- 
nished: For scrubbing, palmetto and steel 
wire brushes; for waxing and polishing 
floors, polishing pad and disc; for lino- 
leum, tile and cork floors, polishing brush ; 
for sandpapering and refinishing, sand- 
paper disc and carborundum disc. 





Union Fork & Hoe Co. Issues 
Catalog B and Price List B-1 


The Union Fork & Hoe Co., Columbus, 
Ohio, recently issued its new Catalog B. 
It is an attractively bound, flexible covered 
book of 112 pages and is designed espe- 
cially for retail hardware dealers. The 
catalog is profusely illustrated and lists 
many new tools. One feature is the in- 
serting of a short descriptive paragraph 
under each illustration. 

Price list B-1 on tools and handles 
shown in the Catalog B is ready for dis- 
tribution with the catalog, which will be 
sent to any retailer upon request. 
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Flitlite Floating Bass Bug 


The Enterprise Mfg. Co., Akron, Ohio, 
is offering to the retail trade a new lure 
which is known as the Pflueger Flitlite 
Floating Bass Bug. This lure is light in 
weight and is especially adapted for fly 
rod casting. It will positively float and is 
practically indestructible. The bug rides 
the water with the hook pointing up, pre- 
senting a most favorable position for a 
strike. It is mounted with a spring steel 
hook which is surrounded by a dressing 
of either fancy water fowl feathers, buck- 
tail or squirrel tail. The body portion is 
decorated in enticing combinations and is 





coated with an enamel which will not peel. 
The spinner mounted at the head on a 
cut scarlet crystal bead bearing is very 
sensitive and spins freely. The Flitlite 
Bass Bug is supplied in twelve attractive 
finishes and patterns. All are mounted on 
lithographed colored cards, with a fishing 
scene suggestive of the bait’s usefulness. 


The Speedy Cultivator 


The American Fork & Hoe Co., Cleve- 
land, Ohio, is manufacturing a new culti- 
vator designed to quicken garden work. 
It is called the Speedy Cultivator. 

This product has a 5-in. head which 
makes it especially adapted to close work 
in flower beds and hedges. The teeth are 
curved, sharp and pointed, and are at- 
tached to the 4%4-ft ash handle by means 





The. shape and 


of a well-fitted ferrule. 
bend of these teeth eliminate “chopping.” 
All that is necessary is to place the tool 


on the ground and pull. It digs itself in 
and enables the gardener to speedily break 
up the soil. 


Jones Minnow Trap and Pail 

The manufacturing division of Stratton 
& Terstegge Co., Inc., Louisville, Ky., is 
now producing the Jones Aquarium Min- 
now Pail and the Jones Folding Minnow 
Trap; formerly manufactured by the Desh- 
ler Mail Box Co., Deshler, Ohio. 

In the No. 300 Jones Aquarium Minnow 











Pail is an air chamber which provides 
enough air to keep the water in the pail 
fresh for six hours. It also serves as a 
float for the inset, when it is placed in 
the stream. The outer casing is of gal- 





vanized sheet steel and the inset is of gal- 
vanized wire. It is said that minnows 
live longer in the elongated shaped pail 
than they do in a circular one. It meas- 
ures 6 by 10 by 15 in. 

The Minnow Trap is made from galvan- 
ized wire mesh and is in four sections, 
securely bound on all sides with galvanized 





steel strips. Grooves are provided to hold 
the funnels at the ends. It can be easily 
folded and packed in a traveling bag. The 
trap measures 6 by 6 by 15 in. when set 


up. 





Three Pans on One Burner 


The Griswold Mfg.-Co., Erie, Pa., has 
placed on the market the Triplicate Set 
of waterless cooking utensils. The three 
saucepans have been designed to fit over 
one burner, allowing the cook to prepare 
three foods at the same time, They are 
made from cast aluminum and the snug 
fitting cover makes them self-basting be- 
sides holding all the steam and flavor. A 





patented handle, fitting all three sauce pans 
is included. 

These pans like all Griswold aluminum 
utensils are cast in one piece and have no 


joints, seams, rivets or solder. The uten- 
sils are stainless, dentless and will not 
warp. 








Improved Taplin Egg Beater 


The Taplin Mfg. Co., New Britain, 
Conn., is manufacturing an improved egg 
beater with a choice of colored handles. 

The grip on the No. 477 is of good 
quality wood painted white with nickel 
ferrule and shaped to fit the hand. It has 
eight beating blades which have been flat- 
tened to beat the bottom of the bowl. The 
drive gear is placed between the smaller 
gears and is held into place so that the 
gears cannot slip. The frame is made of 
iron and the tin coating does not rust. 
This number if individually packed in a 
box which makes an effective display. 





The beaters with the colored handles 
are 11%4 inches in length and packed one 
dozen in a box, all of one color or assorted 
colors, in the prevailing shades of red, 
green, blue and yellow. 


Gold Medal Rocking Chair 


Gold Medal C. F. Mfg. Co., Racine, 
Wis., is manufacturing a folding rocking 
chair which has been designed for both 
comfort and attractiveness. It is known as 
the No. 41. This chair is of¢rigid con- 
striction with graceful and pleasing lines. 
It folds quickly, easily and compactly; is 





The 
No. 41 is furnished in nine different fin- 
ishes, five of which are colored lacquers. 
For yacht use, the finish is mahogany with 
brass hardware to resist the effect of salt 


light in weight and very comfortable. 


spray. Colored woven striped seats and 
backs are furnished to harmonize with the 
lacquered chairs. The No. 41, without the 
rockers, is known as the No. 40, which is 
adaptable for many uses in the home, club 
or lawn. 














(Washington Bureau of HARDWARE AGE) 
The independent retail store is here 
to stay. 


It performs a service, both in way of 
credit and distribution, that is indis- 
pensable. Its prices are essentially of 
a competitive character and therefore 
afford the buyer one hundred cents for 
his dollar. 

These are views that have been ex- 
pressed by students here who have been 
giving thought to the prophesies that 
the chain store system is becoming so 
vast in its aggregation, volume and 
powerful in its price policy that the 
time is near at hand when the inde- 
pendent retail store would have a dif- 
ficult time to survive. In rejecting this 
gloomy prediction these students have 
pointed out that the independent retail 
store necessarily gives services such as 
have been stated which are not charac- 
teristic of the chain store and if they 
ever become so it will be by reason of 
the chain store adopting the system of 
the independent retail store and not the 
latter adopting the system of the chain 
store, And should such a practice 
eventuate, it has been pointed out, the 
chain store and the independent retail 
store approach a closer parity in the 
way of expenses and costs of distri- 
bution which would quite conceivably, 
perhaps naturally, afford a rising ten- 
dency on the part of chain store prices. 
In other’ words, as it is today the inde- 
pendent store sells services together 
with goods which are not sold by the 
chain store. The former sells two prod- 
ucts, the latter one, and, price consid- 
ered, either is held to constitute a “good 
buy.” 

The independent retail store, how- 
ever, it has been explained, must be 
alive to demands of the day, provide 
them in quality at reasonable prices and 
it must advertise and furnish attractive 
displays which will draw customers to 
be held and their number increased by 
adequate service. The service to in- 
clude reasonable credit and distribu- 
tion, among other things, but not exces- 
sive credit and distribution. 

The entire subject will be illuminated 
greatly if the proposed census of dis- 
tribution as proposed is appropriated 
for by Congress. The idea is to make 
the census on this comparatively little 
known subject as complete as the cen- 
sus on manufacture. 

ms te oo 


Whether for political reasons or oth- 
erwise, much has been said and is be- 
ing said about the great amount of un- 
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Washington News Letter 


Independent Retail Store Indispensable—Unemployment Survey Planned 
by Secretary of Labor—Warehouse Occupancy Report—Complaint Against 


Reading Saddle & Mfg. Co. Dismissed. 


By L. W. Moffett 


employment throughout the country. 
Recently the Senate passed a resolution 
directing the Secretary of Labor to un- 


dertake a survey of actual conditions. | 


As it happens, however, Secretary 
Davis had already started the work, 
and it is expected to be completed 
within a week or 10 days. Enough is 
already known to show that many 
guesses as to the amount of unemploy- 
ment are guesses only. One such esti- 
mate has gone as high as 4,000,000. 
While it is held to be unlikely that there 
is a little more than the normal amount 
of unemployment at present, it is not 


| thought to be much in excess of the 1,- 


000,000 of people whu are always out of 
work in the United States. The sur- 
vey by the Department of Labor tends 
to confirm this belief, and Secretary 
Davis has pointed out that while the 





| eral merchandise. 


} 
} 


present unemployment situation is no- | 


parties endeavor to make it,” it is suf- 
ficiently serious to give earnest thought. 
He expressed conviction, however, that 
with the advancing season much of the 
present unemployment will disappear 
of its own accord. Farm labor is open- 
ing up, he said; the Government and 
private enterprise have elaborate build- 
ing programs, and the improvement in 
the steel industry indicates a general 
improvement due in industry. To dis- 
prove the idle reports as to the amount 
of unemployment, the Department in 
one large Eastern industrial city had 
its agents make a door-to-door canvass. 
It was found there were 15,000 out of 
employment. The reports had stated 
the number to be 75,000. 

Return to employment expected with 
the opening of spring is looked to as a 
means of restoring much purchasing 
power and therefore consuming power 
which will work to the advantage of re- 
tail trade and all through the line of 
production. There has been unemploy- 
ment of a temporary character due to 
adoption of more efficient methods of 
production, replacement of laborers 
with machinery, etc., but this has been 
only temporary and often is preceded 
by greater employment because of vast- 
ly increased productive capacity, de- 
creased costs and prices, and conse- 
quently much heavier consumption and 
higher standards of living. The rising 
standards of living necessarily means 
additional service and much employ- 
ment has been absorbed in this class of 
service and thus taken up the slack that 
otherwise would prevail. It recently 
was estimated that during the past 


| where near so alarming as “interested | 


seven years there has been an increase 
of 1,000,000 employed in hotels, apart- 
ment houses, gasoline stations, etc. 

* * * 


Sixty-nine per cent of the space de- 
voted to general storage in public ware- 
houses was occupied by merchandise at 
the end of January, as reported to the 
Department of Commerce by 538 con- 
cerns operating 871 warehouses. The 
floor space throughout the country rep- 
resented was 59,248,000 sq. ft., of which 
20,365,000 sq. ft. was not used for gen- 
The occupied space 
for general merchandise at the end of 
the month was 26,639,000 sq. ft., the 
vacant space being 12,244,000 sq. ft. 
Tonnage received during the month was 
597,488 and the tonnage delivered on 
arrival was 66,187. 


* * % 


Dismissal of a complaint against the 


| Reading Saddle & Mfg. Co., Reading, 


Pa., on condition that the respondent 


| cease using the word “steel” to desig- 





nate tools manufactured of metals other 
than steel, has been announced by the 
Federal Trade Commission. The com- 
plaint was dismissed “without preju- 
dice to the right of the commission to 
take such further action as may be ap- 
propriate in the public interest in case 
the respondent shall resume the use of 
the word ‘steel’ in connection with the 
manufacture and sale of the tool re- 
ferred to in the complaint herein.” The 
commission announcement said that the 
Reading company designated certain of 
its tools consisting of a line of ham- 
mers, hatchets and axes under such 
names as the following: “Steel bell 
face hammers,” “steel riveting ham- 
mers,” steel upholsterer’s hammers, 
“steel ball point hammers,” and “steel 
claw hatchets.” 

January shipment of enameled sheet- 
metal ware, as reported to the Depart- 
ment of Commerce by 18 manufactur- 
ers, comprising approximately 80 per 
cent of the industry, were 319,218 
dozens, valued at $1,091,350, as com- 
pared with 307,280 dozens, valued at 
$1,085,762, in December. The enameled 
ware included in the report consists of 
cooking, household and hospital utensils 
having a citreous coat on a sheet steel 
or iron base and does not include equip- 
ment such as stoves, heaters, signs, etc. 
Of the January shipments, 154,783 
dozens, valued at $702,507, were white 
material; 131,822 dozens, valued at 
$215,545, were gray, and 32,613 dozens, 
valued at $173,298, were colored. 
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General Market News 


Warm Weather Should Stimulate 
Demand for Spring Hardware 


NEw YoRK, March 21.—Believing that the first prolonged period 
of seasonal warm weather will stimulate quickly a fairly substantial 
volume of business the hardware trade freely predicts an active and 





profitable demand for spring goods. 


With the possible exception of 


the New York City Metropolitan area current business appears to 


show slight improvement. 


Hardware men lay great stress on the building outlook and on the 


reported improvement in employment conditions. 


The chief com- 


plaint among jobbers is that while a satisfactory number of orders 
are being received, these are individually smaller than normal. 


There are drastic price changes reported. 


Finds Employment Conditions 
Improving Throughout the 
Country 


Available information: indicates that em- 
ployment conditions in the country as a 
whole have been improving since Decem- 
ber, even though public attention was not 
focussed on the unemployment situation 
until late in January and in February, ac- 
cording to Magnus W. Alexander, presi- 
dent of the National Industrial Conference 
Roard, speaking before the fortnightly 
forum at the Park Lane last night. 

The extent of unemployment in the 
United States cannot be measured because 
of the lack of adequate statistical data, Mr. 
Alexander pointed out. He characterized 
the claim that mechanization of industry 
is responsible for unemplogment as a gen- 
erally unwarranted contention. 

“As mechanization of industry with its 
requirement of fewer workers per unit of 
production decreases production costs and 
prices, the demand for commodities simul- 
taneously increases and causes not only the 
theoretically released workers to be re- 
absorbed, but in addition calls new workers 
into production,” Mr. Alexander is quoted 
as saying. 





Commercial Failures Show 
Decrease for Week Ended 
March 10 


There is a slight improvement in the 
insolvency record for the week ended 
March 10, failures in the United States 
numbering 510. This is a relatively high 
total, but is six below the 516 defaults re- 
ported to R. G. Dun & Co. the previous 
week. Comparison with the returns of a 
year ago still shows a considerable in- 
crease, the number during that period be- 
ing 463. The reduction in failures this 
week from those of last week is in the 
West and on the Pacific Coast, while the 





Collections are only fair. 


increase over the total for a year ago is 
in the East and West both the South and 
Pacific Coast showing no change. 

The number of defaults in Canada this 
week rose to 47 from 39 last week. The 
present number, however, is only slightly 
above the 45 insolvencies reported to R. G. 
Dun & Co. a year ago. 


Bradstreet’s reports 457 failures for the | 


week in the United States, as compared 
with 448 for the previous week and 402, 
475, 383 and 425 for the corresponding 
weeks 1927 to 1924. The New England 
Siates had 45; Middle, 105; Western, 97; 
Northwestern, 30; Southern, 121, and Far 
Western, 59. Canada had 29 defaults for 
the week, against 37 for the preceding 
week. In the United States about 70.6 per 
cent of the concerns failing had $5,000 
capital or less and 20.7 per cent had from 
$5,000 to $20,000 capital. 





Freight Loadings Show Increase 
of 89,947 Cars in Week 


Loading of revenue freight for the week 
ended on March 3 totaled 959,537 cars, ac- 
cording to reports filed March 13 by the 
carriers with the American Railway Asso- 
ciation. This was an increase of 89,947 
cars over the preceding week, which in- 
cluded the Washington’s Birthday holiday, 
with increases being reported in the total 
loading of all commodities except coal and 
coke, which showed slight decreases. The 
total was a decrease of 30,326 cars below 
the same week in 1927. 

Loading by commodities for the week 
of March 3 as compared with the corre- 
sponding week in 1927 were reported as 
follows: 

Miscellaneous freight, 353,201 cars, an 
increase of 311 cars; coal loading, 171,700 
cars, a decrease of 41,454 cars; grain and 
grain products, 53,448 cars, an increase of 
9979 cars; live stock, 30,621 cars, an in- 


| than carload lot 








ma) 





freight, 258,649 cars, a 
decrease of 1825 cars; forest products, 71,- 
742 cars, an increase of 2561 cars; ore, 
8825 cars, a decrease of 1261 cars; coke, 
11,351 cars, a decrease of 1227 cars. 





Dollar’s Buying Power 103.3 
Cents, Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced March 11 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 96.8 per 
cent of the 1926 level. The purchasing 
power of the dollar was 103.3c. on a 1926 
basis of 100c., says the Journal of Com- 
merce. 

Crump’s index for the week on the re- 
vised 1926 level was 93.2. 

The Italian index on the revised 1926 
level for the week ended March 3 was 
74.5. The February average was 74.7. 





Bank Debits Advance 6.4 Per 
Cent—Week Ended March 7 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ending March 
7, aggregated $15,838,000,000, or 6.4 per 
cent above the total of $14,891,000,000 re 
ported for the preceding week. 

Debits for the week under review are 
$3,301,000,000, or 26.3 per cent above those 
reported for the week ended March 9, 1927. 
New York City reported an increase of $2, 
617,000,000, San Francisco, $120,000,000 : 
Chicago $119,000,000; Philadelphia, $85, 
000,000; Detroit, $39,000,000, and Los An 
geles, $31,000,000. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $15,070,- 
587,000, as compared with $14,136,836,00€ 
for the preceding week and $11,822,447,000 
for the week ending March 9, 1927. 


Federal Trade Balance Doubled 


Export trade of the United States in 
1927 showed a substantial growth in vol- 
ume and was larger than in any other re- 
cent year, showing an increase of $1,000,- 
000,000 over 1922 in value and a growth 
of more than 40 per cent in quantitative 
volume, while the volume of imports con- 
tinued at about the same high level as for 
1926, it is shown by an analysis of our 
foreign trade for the year made public 
March 12 by the Department of Com- 
mrece. The outstanding feature of inter- 
national trade during 1927, says this re- 
port, was a sharp decline in the average 
level of world prices, which caused a de- 
crease of about 8 per cent in the average 
prices received for American commodities 
shipped abroad, and almost as large a de- 
crease in the average prices paid for im- 


crease of 2500 cars; merchandise and less | ports. 
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Return of Milder Weather Stimulates 
Sales—Some Prices Are Changed 


(Chicago office of HARDWARE AGE) 


CHICAGO, March 20.—There are increasing signs of a betterment 
in hardware trade conditions, although sales are still somewhat 
irregular. The return of milder weather is stimulating the demand, 
however, and a stronger feeling of optimism is developing. 

Local building programs are going forward rapidly, and the 
number of new permits being issued is reaching a high record for 
this season of the year. This activity is, naturally, causing prices 
on all kinds of materials to show considerable strength, and early 


advances on several items may be looked for. 


Manufacturers of 


sash cord have announced an advance of 2 cents per pound, and 
jobbers’ prices will undoubtedly follow. Higher prices on builders’ 


hardware are also not improbable. 


However, on the other hand, the price war waging between the 
makers of prepared roofing has resulted in another drastic price cut 
on that commodity. Solder has also taken another substantial drop. 

The steel industry in the Chicago area continues to show an in- 
creasing activity. The mills are now operating at about 95 per 
cent of capacity, and orders are being placed in excess of shipments. 





AUTOMOBILE ACCESSORIES.— 
Sales are showing a slight increase and 
are running about the same as other 
years at this time. 


We el from jobbers’ 
f.o.b. Chicag: 

Spark Pines. —Splitdorf, for Fords, 
50c. each; regular, 58c. each: Cham- 
pion X, ‘45e. each; Champion Rlue 
Box line, 58c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Light. — Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

1% in. 


Pumps. — Rose, 
$1.85 each. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.30 each: regular 
cords, $6.10 each; gray inner tubes, 
30 x 3%, $1.24 each; red inner tubes, 
30 x 3%, $1.45 each. 


AXES.—The demand is 
light. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bit base weight 
axes, unhandled, at $14 per doz.; han- 
dled, at $19.25 per doz.; double bit 
base weight axes, unhandled, at $19 
per doz.; handled, at $24.50 per doz. 
seopen quality handles at $15.00 per 

oz. 


BASEBALL GOODS.—Interest in this 
line is helped by the annual departure 
for the South by the major league 
mags 


stocks, 


cylinder, 


seasonally 


uote from jobbers’ stocks, 
PB sy Chica 1” 31 Goldsmith Official 
League ball 00 doz.; Louisville 
Slugger bat si8. 20 doz. 


BOLTS AND NUTS.—tThere is a no- 
ticeable increase in the demand as the 
season advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount, small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts. cut 
small 
rolled thread, 60-10 
all stove bolts, 75- 
lag screws, 60 


thread, 60 per cent discount; 
machine bolts, 
per cent discount; 
10 per cent discount; 
per cent discount. 





BUILDERS’ HARDWARE.—Prices are 
very firm. With stiffening of steel 
prices, declines in prices are improbable 


and some advances are possible. De- 
mand good. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $2.07 
per doz, pair, case lots; less quanti- 
ties, 9c. per doz. pair higher; 4 x 4 
steel butts, old copper and dull brass 
finish, $2.90 per doz. pair, case lots; 
less quantities, 10c. per doz. pair 
higher; heavy steel bevel inside sets, 
$5.75 per doz. sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass, bit-keyed front 
door sets, $2.49 per set; cylinder front 
door sets, $6 per set. 


CHAIN.—Heel, breast and coil chains 
are all in heavy demand, with other 
items satisfactorily active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: % in. proof cow 
ehains, $8.50 per 100 Ib. Tensco Bull 
Dog and Brown coil —— 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.—The 
recently advanced prices have served 
to stimulate sales. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-24% per cent discount. 


ELECTRICAL MERCHANDISE.—The 
demand for all electrical items is good. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Electrical merchan- 
dise, No. 14 rubber covered wire, 
$5.80 per 1000 ft.; in less than 1000 
ft. lots, $6.30; No. 18 lamp cords, 
12.50 per 1000 ft.; in 1000 ft. lots, 
12; %-in. brush brass key sockets, 
po. each; two-way plugs, 45c. 
each, in lots of 10, 40c. each; two- 
piece attachment plugs, 7%c. each; 
dry cells, boxes of 50, 32%c. each; 
less than case lots, 36c. each. 

Electrical Appliances. — Iron, Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75. Per- 

Universal 9169, $16.65. 

Radio Supplies.—Radio B, batteries, 

D 779 E, $1.40 each; base lots of 5, 





$3.40 each; No. 770 
packages of 5, $3.17; No. 772, $2.62 
each; packages of 5, $2.44; No. 480, 
3 58 each; No. 486, packages of 5, 
33. 
Battery Chargers.—Apco line, lots 
of less than 10, $9.90 each. 


FILES.—Prices are unchanged and -the 
demand is normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
50 per cent off list. 


GALVANIZED WARE.—There is a 
very satisfactory demand for tubs and 
pails at the recently reduced prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: —— a 


$1.30; No. 770, 


after made tubs, No. $5.75; No. 
$6.50; No: 3, $7.65; 10 *< galvanized 
after made pails, $2. 00; $2.25; 


14 qt., $2.50; 1 gal. all  enenullogs oil 
cans, special, $2.35 doz.; 2 gal., $4.00 
doz.; 3 gal., $5.75 doz.; 5 gal., $7 doz.; 
1 bu. galvanized baskets, $6.25 doz.; 
No. 26, baled % bu. galvanized meas- 
ure, $4.50. 


GLASS AND PUTTY.—The market is 
quite firm, as sales show a seasonal 
increase. 


We quote from _ jobbers’ stocks, 
f.o.b, Chicago: Single strength A, all 
brackets, 89-5 per cent discount; sin- 
gle strength B, all brackets, 90-7% 
per cent discount; double strength A, 
all brackets, per cent discount; 
double strength B, all brackets, 90-5 
per cent discount; putty, pure grade, 
$4.25 per 100 Ib.; commercial, $3.50 
per 100 Ib. 


GLASS SUBSTITUTES.—Sales are in- 
creasingly active and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Cel-O-Glass, 100 x 3 
ft., full rolls, $36 each; Glass-Cloth, 
150 x 3 ft., full rolls, $12 each. 


HANDLED HAMMERS.—Ttere _ is 
some increase in’ the general demand 
for tools. Prices are unchanged. 


HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail bammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 


HATCHETS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad. $16.40 


doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz, 


HANDLES, AGRICULTURAL.—Some 
betterment in the demand is noticeable 
as the season advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Hay fork handles, 
straight, chucked and bored, X 4 ft., 
$2.40 per doz.; 4% ft., $2.70 per doz.; 
XX 4 ft., $3.90 per doz.; 4% ft., $4.20 
per doz.; ash i handles. bent, 
chucked and bored, X 4 ft., $2.90 per 
doz.; 4% ft., $3.20 per doz.; ash hay 
fork’ handles, bent, with strap, fer- 
rule and cap, X 4 ft., $4.90 per doz.; 
4% ft., $5.25 per doz.; XX 4 ft., $6.15 
per doz.; 4% ft., $7.10 per doz.; bent 
manure fork eM sha plain, X 4 ft., 
$3.05 per doz.; 4% ft., $3.40 per doz.: 
XX, 4 ft., $4.65 per doz.; 4% ft., $5 
per doz.; bent manure fork handles, 
with strap, ferrule and cap, X 4% ft., 
$5.25 per doz.; XX, ft., $6.65 per 
doz.; 4% ft., $7. 10 eer doz.; garden 
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hoe handle, X, 4% ft., $2.60 per 

doz.; XX 4% ft., $3.70 per doz.; rake 

handles, X 5% ft., $3.50 per doz.; 

xX 544 ft., $5.65 per doz.; shovel 
regular pattern, X 4% ft., 
$4.25 per doz.; XX 4% ft., $5.95 per 
doz.; D shovel handles, ie $5.25 per 
doz.; XXX, $ ; wood D 
spade handles, X, $4.90 per doz.; D 
shovel handles, X, I. D. L. top, $4. 45 
per doz.; Sturd- E top, $4.50. 


HANDLES, HICKORY.—With the ex- 
ception of axe handles, ali items are 
in active demand. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 (new B. W.) 
hickory, $4 doz.; No. 2 (new B. R.), 
° a second growth hickory (new 

W.), $5 doz.; finest selected second 
growth hickory (new A. A.), -50 

Oz 

Hatchet and Hammer Handles.— 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz, 


HINGES.—There is a fair demand. 
Some advances are possible. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: ay strap hinges 
in bundles, 4 in., 92c.; 5 in., $1.22; 
6 in., $1.54; 8 in., $2.47; 10 in., $4.00 
per doz. pair; extra heavy T hinges 
in bundles, 4 in., $1.26; 5 in., 

6 in., $1.87; 8 in., $2.80; 10 in., $4.50 
per doz. 


ICE CREAM FREEZERS.—Sales are 
good and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 
qt., $4.80 list; 2 qt., $5.60 list; 3 qt., 


$6.75 list; 4 qt., $8.25 list; 6 qt., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 qt., 
$25.60 list; 20 qt., $33.20 list; 25 qt., 


te 60 list. Arctic, 1 qt., $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; $4 qt., $6.80 
list; 6 qt., $8.60 list; 8 qt., $11.10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.95 list; 2 qt., 
3.45 list; 3 qt., $4.10 list; 4 qt., $5 
t., $6.30 list: 8 qt., $8.20 list; 
» $10.75 list; 12 qt., $14 list; 15 

$17 list: 20 qt., $21.50 list. 
count of 20 and 10 per cent on all 


above prices. Acme, 2 at., galv., $8 
per doz.; 2 qt., enamel, $10 per doz.; 
gt., enamel, $18 per doz. Above 


prices are net. 
NAILS.—The present schedule of prices 
is stimulating carload purchases. Prices 
are well maintained. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: l.c.l, quantities com- 
mon wire and cement coated nails, 


current l.c.l. stock orders, $3.10 per 
keg base, Dec. 1, 1927, extras. 


PAINTS AND OILS.—Prices are un- 
changed, while demand is showing a 
satisfactory seasonal increase. 
We quote from jobbers’ 
f.o.b. Chicago: 
Linseed Oil, Raw.—Barrel lots. 86c. 


per gal.; 5 barrel lots, 83c. per gal. 
Linseed Oil, Boiled. ‘— Barrel lots, 


stocks, 





89c. per gal.; 5 barrel lots, 86c. per 
al 


Denatured Alcohol. — Barrel lots, 
5814c. per gal.; steel drums, extra $6, 


returnable. 

Turpentine. — Drum lots, 73c. per 
gal. net. 

White Lead.—100 lb. lots, $13.25; 50 
Ib, lots, $6.75; 25 Ib. lots, $3.40; 12% 


15. 
Shellac.—(4 ¥% |b. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 lb. 
Dry Paste.—Barrel lots, 7% 


PREPARED ROOFING.—New lower 
prices are announced on both grades 
of slate and low-priced tale roofing as 
the price war between the manufac- 
turers continues. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 


®c. per 


faced prepared roofing, $1.60 per 
square; best grade tale surfaced, 
$2.15 per square; medium tale sur- 
faced, $1.30 per square; light talc 
surfaced, 75c. per square; red rosin 
sheathing, $55 per ton. 


PYREX WARE.—There is a satisfac- 
tory volume of business being placed 
and prices are unchanged. 


We quote 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.2 
No. 214, $12 dozen. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 


from jobbers’ stocks, 


0 dozen; 


Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 


Utility Pans.—No. $8 doz.; No. 


232, $14 doz. 
Iced Tea Sets.—$4 per set. 


ROLLER SKATES.—Jobbers’ stocks 
are still adequate in spite of the ex- 
tremely large demand of the past few 
weeks. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates, 
boys, $1.40; girls, $1.50; Chicago roller 
skates, boys, $1.30; girls, $1.40. 

ROPE.—Sales are normal and prices 
are not expected to change, at least 
during the spring season. 

We quote from jobbers’ stocks. 
f.o.b. Chicago: No. 1 manila standard 
brand, 21c. to 23c. per Ib.; No. 
Manila, 20c. per lb.; No. 1 sisal, 14% 
to 16c. per Ib.; No. 2 sisal, 13%4c. 7 
15¢c. per Ib. 


SASH CORD.—Manufactuers have an- 
nounced an advance of 2 cents per 
pound. A corresponding advance by the 
jobbers is to be expected. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 


231, 





$7.90 per doz. hanks, No. 8, $8.90 per 


doz. hanks, 
SASH PULLEYS.—Prices are firm and 
there is a seasonal increase in sales. 


We quote 
f.o.b. Chicago: Common sash pulleys, 
55c. per doz.; barrels, 50c. per doz.; 
Common Sense, 2 in., 55c. doz.; bar- 
rels, 50c. doz.; No. 110, 50c. doz.; 
barrels, 45c. doz, 
SCREWS.—The active demand 
tinues and prices are very firm. 
We quote from jobbers’ 
f.o.b. Chicago: (New lists Jan. 3, 
1928). Flat head bright screws, 50 per 
cent, round head, blued, 45 per cent; 
flat head brass, 45 per cent; round 
head brass, 40 per cent. 
SOLDER AND BABBITT.—Prices are 
again reduced and sales are good. 


from jobbers’ stocks, 


con- 


stocks, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $35 per 100 Ib.; medium 45-55 
solder, $33 per 100 lb.; tinners 40-60 
solder, $30.50 per 100 lb.; high speed 
babbitt metal, $20 per 100 Ib.; stand- 


ard No. 4 babbitt metal, $12 per 100 
Ib. 
STEEL SHEETS.—Prices are being 
well maintained, with orders being 
placed freely. 
We quote from _ jobbers’ stocks, 
f.o.b. Chicago: 28 gage galvanized 
sheets, $5.30 per 100 Ib.; 28 gage 


black sheets, $4.20 per 100 Ib. 
WIRE PRODUCTS.—tThe active spring 
demand is tending to strengthen prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 9 black annealed 
wire, $3.30 per 100 Ilb.; No. 9 gal- 


vanized plain wire, $3.85 per 100 Ib.; 
catch weight spools galvanized cattle 


or hog wire, $3.80 per 100 lb. Polished 
fence staples, $3.55 per 100 lb. Wire 
cloth black, 12-mesh, $1.85 per 100 


sq. ft.; galvanized, 12-mesh, $2.05 per 


100 sq. ft.; bronze, 14-mesh, $5.60 per 
100 sq. ft. Galvanized poultry net- 
ting; galvanized before made, 60 per 


cent discount; galvanized after made, 
50-10 per cent discount. 


WRENCHES.—Pipe wrenches are in 
especially good demand. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10-5 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount oft new list; Stillson 
wrenches, 70-10 per cent discount; 
Trimo, 70-5 per cent discount. 

Snap-on Wrenches. — Radio 
electrical sets in metal cases, 
No. 101, Master Service Set, 
No. 202, Heavy Duty Set, $3.80; . 
404, Flexible Socket Set. $8.80: No. 
608, Crankcase Drain Plug Socket, 
$3.20; No. 90, Square Socket Set 
$3.70: No. 1817, Giant “Snap-on with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 3314 per cent 
discount. 





Norman H. Crowell, Dallas, Texas, 
enthuses over his axe and longs to get 
into the tall timbers with it. He 
verifies on the subject as follows: 
Oh, I’d like to go where the big pines grow 

Once more with my Kelly axe— 

With my shoulders square in the bracing 
air 

Of the mighty timber tracts ; 

I would like to spit on my double-bit 

And score out a giant tree, 

While the whirling chips—like a maid- 
en’s lips— 
Threw kisses back to me. 


Once again I’d feel my old Kelly steel 
Cut true as a perfect die; 





The Swinging Axe 


While its flashing edge scored a bigger 
wedge 
At the will of a woodsman’s eye; 
I would lift the call as it leaned to fall 
And a swing of my grand old axe, 
Like a fatal dart cut the thin white heart, 
The thrill of a lumber jack’s! 
I would meet again with the stalwart 
men— 
With Maurice and Pierre and Paul; 
I would match my axe with their muscled 
backs 
Where there are trees to fall; 
And my heart would sing at each lusty 
swing 





That sank through the wood like wax— 
Where God gives strength and a breadth 
and length 
With a swinging Kelly axe. 


Yes, I’d like to go where the timber snow 
Puts steel in the souls of men; 
Where the mackinaw dulls_ the 
wind’s claw, 
Would I could live again! 
There the white chips sprayed from my 
Kelly blade 
By many a mighty tree— 


North 


Oh, I’d ask no more out of God’s great 


store 
If this could be given me! 
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A Slight Improvement Noted in New 


England Over-the-Counter 


(Boston office of HARDWARE AGE) 


Boston, March 20.—Most of those New England retail dealers 
interviewed the past week report a slight improvement in over-the- 
counter sales, the first encouraging sign noted since the holiday sea- 
son. The improvement, while slight, has raised hopes of the trade, 
but more or less pessimism still exists. Most everybody feels that 
spring business will be satisfactory, and most all retail stocks are in 
condition to meet public requirements. In speaking of the business 
outlook, one of the livest wires in Boston says: 

“Why, of course, we will have good business this spring. And it 
will help a lot if the retail merchant talks good business, rather than 
complain. While it is true there is a lot of unemployment in New 
England, we are convinced industrial conditions will improve mate- 
terially within the next three months.” 

The better retail business is not reflected to any extent in the job- 
bing market. Jobbing houses are securing a lot of orders each day, 
but most of them cover a very few items and call for small quanti- | 
ties of each item. Jobbers are convinced the average retail dealer 
is endeavoring to keep his stock well balanced and well assorted. 
It is also believed that one reason for the lack of interest in futures 
is that the retail carryover last year was sufficiently large to cause | 
retailers to hold back until the business outlook is a little more clear- 
ly defined. 





BARN DOOR HANGERS.—Quite a Liquid Roof Cement. — In gallon 
few retail dealers are filling out their “pipe, Joint Cement.—In 1-Ib. pack- 
stocks of barn door hangers in antici- ages, 20c. 
pation of an early spring buying move- | DOOR SPRINGS.—Those retail deal- 
ment by farmers. |ers who are covering their screen and 
_ Wve quote from Boston jobbers’ door requirements are also placing | 
Stocks: 
Barn Door Hangers.—Topping line, orders for door springs with jobbers 
Storm King, ge Fd os. mer = ‘here. So far, however, there has been 
orld’s est, .28; Safety, 2; 
Tandem, $17.76. ie no pep to buying. 
mings i | We > fr Bost jobbers’ 
BUTCHERS’ WAX.—Numerous small pit ie en ee 
orders for butchers’ wax are passing 93008 nage, No, 62, 27 Mo. $1. 
through jobbing houses each day. The a ion, 3 INo. 1. 33.25 kao f Pin gs | 
weekly aggregate sales are quite en- No. 2, $2. 60. ‘No. 3, $2.10. Perfec- 
* tion, cone end, No. ‘11, 45c. per doz. } 
couraging. net; No. 12, 50c.; No. 13, 55c.; No. | 
we quote from Boston jobbers’ 14, 60c.; No. 15, 65c | 
stocks: 
_ Butcher’s Wax.—Floor, 1 lb. cans, ESTWING GOODS. _at the moment | 
mre oan e = eteng i . = there is an excellent demand for the | 
cans, 92; § ; Ss, 84. Li ° ° ° 
half pint containers, "hc. each net; Estwing line of goods suitable for tour- 
pint containers, 53¢.; quart con- ing, camp, farm, home and trapping 
ve usage. The line is quite new to the 
CEMENTS.—Cements are selling all | trade here. 
the time, but the average order placed We quote from Boston jobbers’ 
with jobbers calls for a small yet well | stocks: 
J y Estwing Line.—Scout axe No. E524, 


assorted line of goods. Roofing 
cements, as might be expected, have 


$1.34 each net. Utility axe, No. E528, 
$1.50. Half hatchet; No, 502, $1. 50. 
Curved claw hammers, No. E112, 12 


the biggest eall just now. oz. oe 34; No. mie, 16 ot. (31.34; ‘No. 
Ww te f Bost bbers’ 0Z., traight claw 
Ps i e from oston jobbers haminers, No. Fae 22 02, $1.34: No. 
t Lining.— ._No. t 0z., oO. , 0z., 
ae bent He Gee ee ke eee $1.50. Ball pein hammer, No. E316,- | 
Patching Plaster.—No. 3, $1.80 per 16 oz., $1.17. Camp knife, No. E600, 
foe. —— 6, $3; No. 10., $4.20; No. $1.34. 
bce Filler.—No. 1, $1.80 per doz.; | FLUE SCRAPERS.—Flue scrapers are 
we Rd py Rk y ig Ho a, * in demand, but individual orders call 
cans, 9c. per Ib.; in 5-Ib. ‘cans, 7c. for small amounts of stock. 
“Rooting Cement.—In 1-lb. cans, 15c 4 quote from Boston jobbers’ 
= rd id stocks: 
er Ib.; in 3-lb. cans, 13c. per Ib.; Flue Scra Ss 
pers.—Stove, No. 05, 60c. 
n 5-Ib. cans, 12c. per Ib. per doz. net. 





1 t.—In 3 k j 
$14.40 jar eek. a ne FORKS, HOES.—Quite an improve- | 


Sales Reported 


ment is reported by jobbers in the 
volume of forks, hoes, etc., moving out 
of stock. It is evident business is 
better than at any previous time this 
year. In addition, the buying covers 
a wide variety of merchandise. 


We quote from Boston jobbers’ 
stocks: 
Forks.—Coke, Union Fork & Hoe 
Co. goods, No. K112, $31.86 per doz. 
net; No. K114, $36.12. eg ag No. 
S6D, $19.68; No. 64, $18.61; No. S4D, 
$16.66. Hay, No. 35, $11.10. Fish, No. 
3F, three tine, $11. 10. 
Hoes.—Mortar, Union Fork & Hoe 
Co. goods, No. MR10S, $14.07 per doz. 
net; No. Mrl0, $12.59. Street, No. 
SH12, $15.50. 
GRAFTING WAX.—The retail trade 
has begun to order in grafting wax. 
Indications point to an early spring, 


and grafting work should be attended 


| to early as possible. 


We quote from Boston jobbers’ 


stocks: 

Grafting Wax.—lIn 1-lb. containers, 
38c. per Ib.; in %-lb. containers, 40c. 
per lb.; in ™%-lb. containers, 43c. 
per Ib. 


HAMMOCKS.—Jobbers are endeavor- 
ing to get retail dealers to cover their 
couch hammock requirements, but so 
far their efforts have netted small re- 
sults. It is believed the average retail 
store carried over stock last year. 


We quote from Boston jobbers’ 
stocks: 

Hammocks.—Couch § styles, khaki 
colored drill, $8 each net; drill with 
adjustable back, $12.50; khaki duck, 
adjustable back, box mattress, $13.50; 
striped duck, head rest, adjustable 
back, box mattress, $18; striped 
duck, head rest, adjustable back, 
boxed mattress, broad arm rest, $20; 
glider types, striped duck, mattress, 
adjustable back and head rest, $30; 
striped drill, without head rest, sus- 
panes from steel underslung stand, 
$1 


tes at TE K7, $6 each: Khaki, 
; Stands.—No. 63A, $3 each net. 


LAWN ACCESSORIES.—Certain re- 
tail houses are buying lawn accessories, 
but the demand for rubber hose has 
been rather disappointing, say jobbers. 
Last summer, it will be recalled, was 
generally wet, and retail dealers had 
little opportunity to sell hose. 
MOPS AND WRINGERS.—As is usual 
at this time of the year there is a 
demand for mops and wringers. 
We quote from Boston jobbers’ 
stocks: 
Mops.—Cotton, Eureka, 9 Ib. twine, 
$2.40 per doz. net; 12 Ib. twine, $3.20; 
15 Ib. twine, $4; 18 Ib. twine, $4.80. 
Mop Wringers.—White line, hotel, 
No. 1, $32 per doz. net; family, No. 
2, $21.60; No, 14, $31; No. 114, $27; 
Can't Splash, No. 112, $22. Lamco 
line, in lots of less than % doz., $26 
per doz. net; in lots of % doz. or 
more, $24. Brockton line, in lots of 
less than % doz., $39 per doz. net; 
in lots of % doz. or more, ‘ 


RUBBISH BURNERS.—From now on 


the public demand for rubbish burners 
should steadily increase, and retail 
dealers will do well to look over their 
stocks. 


We quote from Boston jobbers’ 
stocks: 
Rubbish Burners.—Cyclone, No. 2, 
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* in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 


SAWS.—A slight advance has taken 
place in the Disston line of pruning 
saws. 


SHEARS.—Buying of all kinds of | SOCKETS.—Jobbers ie issued new 


shears, but more particularly pruning, | prices on electric sockets which show 
reductions ranging from 5 to 16% per 


cent on various items. 


keeps up in an encouraging manner. 
Most New England retail dealers are 
carrying a good line of merchandise. 


We quote from Boston jobbers’ 
stocks: 

Pruning Shears.—No. 300, $4 per 
doz. net; No. 0, $4.50; No. 10, $5; No. 
23, $6; No. 65, $7.50; No. 30, $8; No. 
40, $15; No. 290, $22.50; No. 240, $18. 
French wheel, No. 8, $20 per doz. 
net; No. 9, $23: No. 39, $9. 


Grass Shears.— Special, $2.50 per 
doz. net; No. 1, 5%-in, blade, $2.75; 
No. 1360, 5%-in. blade, $4; No. 1267E, 


current tap, No. 3, in units of 10, 19c. 
each net; in lots of 20 to 99, 18c; in 
lots of 100 assorted, 17c. Three-way 


5-in., $6; ye No. 1105, 7-in. tap, No. 30, in units of 10, 1 
blade, $11.75; Graham, shear pattern, be in lots of 20 to 99, 7 Bangg Por 
No. 017, $6; No. 11s, $7.5 100 assorted, 91%c. Four-way tap, 
No. 4, in units of 10, 34c. each net; in 





We quote from Boston jobbers’ 
stocks: 

Sockets.—Electric, plug, Tu-Sox, 
No. 1, in units of 10, 19c. each net; 
in lots of 20 to 99, 18c.; in lots of 100 
assorted, 17c. Bakelite, Tu-Lite 
socket, No. 12, in units of 10, 37c. 


in lots of 20 to 99, 35%c.; 


each net; 
34c. Triple 


in lots of 100 assorted, 


lots of 20 to 99, 32c.; in lots of 100 
assorted, 30c. Three-Lite screw base, 
No. 17, in units of 10, 34c. each net; 
in lots of 20 to 99, 32c.; in lots of 100 
assorted, 30c. 


TOOLS.—A slight price adjustment on 
|some kinds of tools manufactured by 
| the Peck, Stow & Wilcox Co., South- 
| ington, Conn., 
|The adjustment is in the 
;a 


is reported by jobbers. 
nature of an 


dvance. 


Pittsburgh Market Indicates Spring Business 
Will Be Good—Collections Still Slow 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, March 20.—Real cheerfulness still is lacking in the hard- | 


ware trade, although it has been demonstrated that good business merely | 
There have been a few days recently of real 
spring weather and on these days there has been a material quickening 
in demand. The weather has been an important factor in the dullness | 


waits on settled weather. 


that has existed so far this year. 


The depression in the coal industry is still severely felt in all lines of 
business in this area and it is not believed that improvement is imme- 
diately ahead regardless of what develops out of the senatorial investi- 
The present condition has grown out of the | 
fact that coal mining has been too easy to get into and there are too 
many mines opened for any engaged in the business to operate profit- 
ably. Too many miners are the result of the promiscuous opening up 
The solution may be in the consolidation of mining compa- 
nies, and the abandonment of those that are costly to operate, with 


gation now in progress. 


of mines. 


the hope that this will bring about a better balance between supply and 
demand, but the more common belief is that the more permanent cure 


will come only through the operation of economic laws. 


In other words, 


unprofitable operation must eventually force out the weaker producers. 
Lack of work must eventually drive the miners into other channels of | 


employment. 


tions to the ranks of miners from that source, 


With a continued restriction of emigration and no addi- 


it is not difficult to see 


that eventually there would not be enough men to man all of the mines 


and only enough production to supply normal demands. 


This would 


mean higher coal prices and enable the operators to pay fair wages. 


But such a transition would take a long time. 
The collection situation in hardware still is unsatisfactory. 


AUTOMOBILE TIRES AND TUBES. , 


—tThis month is not making nearly as | 


good a showing in sales as did the same 
month last year, but that was an ex- 
ceptionally big month and sales are run- 
ning well up toward the average for 
the first two months of this year. Job- 
bers quote popular sizes of tires and 
tubes sold through the hardware trade: 


Casings.—High pressure, cord, 30 x 
3% in. clincher, $6.10 each; same ex- 
tra size, $8.30; x 4 in., $13; 32 x 4 
in., $13.80; 33 x 4 in., $14.50; 32 x 4% 
in., $20.20; 33 x L in., $25.50: balloon, 
29x 4.40 in., $9. 30 x 5 in., $13; 31 
x § in., $13.56; i x 6.25 in.. 20 in. 
rim, $15.15; 21 in. rim, $15.65; 30 x 5.77 


in., $20.85; 30 x 6 in., $20.40; 32 x 6 
in., 20 in. rim, $21.10; 21 in. rim, 
$21.80. 


Tubes.—High pressure, tan, 30 x 
3% in. —s" * a 60 mck: A as x 4 in., 


$2.40; 32 x $2. 4 
pet a2 x 4% = 3°50: 33x 4 in.. 

00; 34 x 4% in., $3.10; 33 x in., 
33. 15; y tubes’ sell i5c. to 50c. 





| from outside jobbers. 
| quote: 


| CARPET SWEEPERS.—Usual 


BOLTS, NUTS AND RIVETS.—De- 
mands upon jobbers are steady enough, 
but for very small lots. There is still 


| some complaint of price competition 


Local jobbers 


Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 to 62% 
per cent off list; stove bolts, 75 and 
10 per cent off list; tire bolts, 50 and 
10 per cent off list. 

Nuts.—All styles, 60 to 62% 
cent off list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Business 
is better in the prospect than in actual 
performance; more settled weather will 
help sales. Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 


per 


3% in. x 3% in., $19; 4 in. x 4 in., $30. 

Hinges.—Heavy strap, 6 in., 31.85 
per doz.; 8 in., $2.95; 10 in.. $4.80: 
extra heavy, T, 6 in., $2.30 per doz.; 
3 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair: 4 in., 
$11.60; light, T. 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps. — Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4°in., 79c. 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in. $1.14; 6 in., 
$1.60 


Garage Sets.—Swinging hinges, 10 
in., $3.00 per set. 


good 
demand common to this time of the 


less; balloon, gray, 29 x 4.40 in., $1.85; | year is noted by jobbers, who quote: 

30 x 5. in 26; 31 x 5 in., $2.30: 30 | 

SGet MP my fm Ee dein grim, | tees, Grant. Raplas,,iegemaes 
. 9 trim, er doz.; ckel-plz s 

$2.65; 30 *x §.77 in.. $3.10: 32 x 6 in.. $48. Gulcarak SG aaeeee, Gene 


$3.10; 33 x 6 in., $3.55. 
BATTERIES.—Fairly good demand is 
noted for dry cell radio batteries, but it 
lacks the urgency and volume of a short 


Junior, $16; Little Gem, $4; Sterling 
sweepers, $24 per doz. 


EGG CARRIERS.—Seasonally good de- 
mand is noted for aluminum egg car- 


time ago. Jobbers quote: riers. Jobbers quote: 
Broken Unit Egg Carriers.—1%4 doz., 85c. each; 
5 Packages Packages 2 doz., $1; 3 doz., $1.20: 4 doz., $1.35: 
ae ois bavied epee = ag 6 doz., $1.85. 
SE, ens ; 38 a ’ 
. a: oer 1.22 1.14 FARM, GARDEN AND LAWN SUP- 
Pag Lh bette een ees eo bert PLIES.—Gradual expansion in demand 
MG) GET. G. cn «csesc0 SMe 2.44 is noted with the approach of spring. 
ME adeds Ka‘otwe 2.62 44 ‘ 
 Saeetaess 3.40 3.17 Jobbers quote: 
PR PD a S0%s 0s 605 42 .39 Forks, Rakes and Hoes.—Manure 
WO RO Gis aio bw pcs 40 36% forks, No. 31, $13.63 per doz.: No. 


No. 6 dry cells, ee type unit 


41, $15.24; spading forks, No. 84, $10.80 
per doz.; No. 72, $14.28; garden rakes, 


packages, 3244c, eac 
Flashlights. — No. 935, 9%c. each; No. os "$5. 64 per doz.; No. 512, $8.64; 
No. 914%4c.° No. 790, 18%4c.; No. No. 614, $9; lawn rakes, No. 124R. 
705, 28e.’; No. 750, 1844¢c.; No. 761, 25c. $5.50 per doz.; =. $6 ad Ss 
en, o. 5 





a t Shot.—No. 1461, $1.67: No. 1661, 


Ba 
each; "No. '82, | $4.75; No, 83, $5.00; No. 
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84, $7.75; No. 45, $4.50; No. 35, $5.75; 
No. 25, $6.25. 


Trowels.—Garden, No. $1.40 per 
doz.; No. 803, 90c.; No. $69, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 75c. 


Grass Hooks and Shears. —Hooks. 
No. 7, $2.50 per doz.; 


No. 450, $4 
German, $3.60; English, $7. Shears, 
No. 360, $3 per doz.; No. $3.60; 


No. 520, ee: No. 525, $7: No. 520, 
$5.50; No. 0, $6. 

AB gine 3 No. 25. $2 per 
: No. 0, $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8-in. blades, $1.25 
to $1.75 each; 9-in., $1.40 to $1.90; 
10-in., $1.60 to $2. 

Pruners.—Tree, Water, $1.30 to 
$1.60 each; Disston, $2 to $2.10; Rock- 
dale, $1.35 to $1.65; McKinney, $2.60 
to $3.60. 

Hose, Reels and Nozzles.—Garden 
hose, in 50-ft. rolls, %-in., 9c. per 
ft.; %-in., 944c.; %-in., 1lc.; nozzles, 
$3.60 to $6 per doz.; reels, $1 to $4 


each. 
Sprinklers.—Ring, 50c. each: Rain 


King, $2.35: —— Rain King, $7.50; 
Pluvius, $1.1 

Sprinkling eee, —Galvanized, 4-at., 
6 per doz.; 6-qt., $6.60; 8-qt., $7.50; 
10-at., $8.40. 

Lawn Mowers.—12-in., $5 to $8.75 


each; 14-in., $5.25 to $13; 16-in.. $5.75 
to $13.50; 18-in., $8.50 to $14: 20-in., 
$10.50 to $15. 

Sprays. — Bordeaux mixtures. 1-lb. 
papers 25c. per Ib.: in 100-lb. drums, 


15c. per lb.; arsenate of lead, 1-lb. 
papers 25c. per Ib.; in 100-lb. drums, 
l6e. per Ib. 


HUNTING CLOTHING. — Prices for 
this year have been announced and 
show an advance of 10 per cent over 
those of last year, reflecting the higher 
prices of leather. 


HOUSE-CLEANING SUPPLIES.—A 
few days of good weather has stimu- 
lated both house-cleaning activities and 
the demand for the accessories of the 
work. Jobbers quote: 


Mops.—O-Cedar, 3314 per cent off 
list; Feehan. best grade, No. 12, $4.20 
“4 doz.; No. 20, $6; No. 30, $10; No. 

$13.50. Second grade, No. 12, 
32° 75: No. 20, $4.50; No. 30, $6.75; No. 
36, $8.40. 


Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 ¥ The 14 x 18 in., 
$7.50: 15 x 20 in., $9. 

Waxes.—Johnson aatis wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4 Ib. 
cans, $3; 8-lb. cans, $6; Old English, 
1-lb. cans, 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; liquid wax, Johnson, pints, 
75c.; quarts, $1.40; Old English. pints, 
75c.; quarts, $1.40. Dealer’s discount, 
33%. per cent. 

Sponges.—According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners.— Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. — Perfection paint 
cleaner, $3.25 per doz 

Step Ladders. pw Standard full rodded 
ladders, 28c. per ft.; extra, 40c. per 
ft. 


Floor Polishers.— Johnson's elec- 
tric, $42.50 each, subject to discount 
of 25 per cent to retailer; hand, $3.75 
each; Old English, $2.60 each. 

Carpet Beaters. — Justrite. $1.10 
doz.; No. 4, $1.20. 


INCUBATORS AND BROODERS.— 
Brooders are selling well and there is a 
fairly active demand for brooders. Job- 
bers quote: 


Incubators, No. 1, $26.25 each: No. 
2, $31.15; No. 3, $40.43; No. 4, $47.60; 
5, $74. 90; No. 14B, $11.55; No. 16E, 
$19. 25; No. 17E, $25.73; brooders, 
portable, No. 20, $8.23 each: No. 21, 
$10.85; No, 21, $13.30; blue flame, No. 
80, $14; No. 81, $15.75; coal burning, 
No. 117, $15.05; No. 118, $18.55: No. 
119, $21. 


PAINTING SUPPLIES.—Business is 
showing some improvement. Prices are 
unchanged. 


Prices to retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2.00 (whites and dark 
greens, 15c. per gal. higher); white 
lead, 13%c. per Ib. in 100-Ib. lots: 10 
per cent less in lots of 500 lb. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 77c. per gal- 
lon in barrel lots; raw linseed oil, 
11.3c. per Ib. in barrels lots. 


PAPER HANGERS’ SUPPLIES. — 
Business in these items is good, as usual 
at this time of the year. Jobbers quote: 


Smoothing rollers, No. 4, $9.60 per 
doz.; No. 8, $10.50; steam rollers No. 
11, $2.75 per doz.; No. 17, $4.00; 


brushes, $3.60 3 $13 per doz.; shears, 


$17 to $24 per doz. 
POULTRY NETTING.—Jobbers | still 
report a good movement. They are 
quoting galvanized netting at 50 and 10 
per cent off list after weaving. 


POULTRY SUPPLIES.—This line is 
seasonally active. Jobbers quote: 


Fountain, 25c. to $1 each: feeding 
troughs, 20c. to 85c. each; mash hop- 
pers, $1.30 to $2.10 each. 


SANITARY GOODS.—Good demand, 
common to this time of year, is noted. 
Jobbers quote: 


Desolvo, No. 16, $3.75 per doz. in 
lots of 3 doz. or more: less than 
3 doz., $4; No. 10, $2.15 per doz. in 
lots of 3 doz. or more; less than 3 
doz., $3.25; Kloset Klean, $2 per doz.; 
Saniflush, $2.25 per doz.; Presto pipe 
opener, $2 per doz.; tile and porcelain 
ee $1.20 per doz.; bowl cleaner, 


SCREEN WIRE CLOTH.—Not much 
complaint is heard over the ‘movement 
of this line, which jobbers quote: 





Black, $1.80 per 100 sq. ft.; opal, 
$2.10; Bronze, $5.50. 


ROPE.—Fair demand is noted for rope, 
which now is quoted at 22%c., base, per 
lb. for pure manila, a reduction of %c. 
per lb. from recent levels. 


TROWELS.—Rose brick trowels are 
quoted slightly lower in new price lists 
recently issued. Jobbers quote: 


No. 110, 10% in., $16.50 per doz.; 
11 in., $16.90; 11%4 in., $17.40. 


VENTILATORS. — The demand for 
ventilators does not leave much to be 
desired in point of constancy. Jobbers 
quote: 
Continental ventilators, wooden 
No. 928, $3.65; No. 937, $4.00; 
, $5.50; No. 595, $6.05; No. 
1537, $5.25; No. 1549, $7.10, and No. 
836, $3.35, all prices per dozen. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6. 96, and No. 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
type, No. 01, $4.40; No. 02, +e No. 
03, $5.60; No. 1, $5.20: No. , $5.60; 
No. 3, $6.40; No. 4, $7.60; No. 5, $8.40. 
All prices per dozen. 


WIRE PRODUCTS.—Jobbers are mov- 
ing nails fairly well and find an increas- 
ing demand for fence and fencing ma- 
terials. 


We quote from Pittsburgh jobbers’ 
stocks: 
Fence Wire 


(per 100 Ib.) Annealed Galvanized 





No. 6 to 9 gage...... $3.05 $3.50 
Te ree 2 3.10 3.55 
A. Reet See = 3.15 3.60 
PAE ica cuayeewines en 3.20 3.70 
Ee, SEES Sou herw skies wae 3.30 3.85 
Os Oe) veved acs twexas 3.40 4.05 
DME 2G ) padeseepeba wes 3.60 4.30 
| Pee err 3.80 4.45 
Barbed wire (per 80-rod spool): 
B-GIRE GINO i kiss sewed spews $2.97 
PR EE db dspedeceds CiRe nas oe 3.18 
BON PEE ected cennbcsvvececsce 3.43 
GMT GRTTNO: «5 nda: ceases ciusécs 3.17 
2-point cattle (special) ......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
| fo) RR eee ee. ee $39.80 
SEEMED | és cscscweebs caustsasens 55.80 
PRRCRE b iss 0 dabed baa tineogewe ces 27.70 
ES Rs ee re ee aa 7.00 
EMER - Sie coubebes seb eebees cee 35.80 
ere re tnd w0ib 004 pines 49.20 
poultry: 
rr Peers es $36.50 
Ae rrr 44.00 
| a RR ee ee 49.50 
Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 
i. Peete eee 
| See ees 55c. each 38c. each 
ft Pe 65c. each 40c. each 
LE SEA sare epee ae 45c. each 
bright nails, base, per keg, 2.85. 





that easy money necessarily makes 
good business. Neither do I. There 
have been periods of continued easy 
money with poor business and periods 
of continued high money rates with 
good business. I want to print in 
capitals that IT IS MOVEMENT, 
CHANGE IN THE COST OF 
CREDIT, THAT CAUSES MOVE- 
MENT, CHANGE IN THE VOL- 
UME OF BUSINESS. In all re- 
lated activities movement follows 
movement, 


change follows change. 





Looking Ahead 


(Continued from page 55) 


Sometimes the changes take place at 
almost the same time, sometimes one 
change lags behind the other, as 
changes in business volume do be- 
hind changes in the cost of credit. 
The amount of change in business 
depends upon the point from which 
the change in credit costs starts, the 
rapidity with which it moves, and 
how far it moves. If money rates 
are at 8 per cent, as they were in the 
fall of 1920, and move down to 3% 





per cent, as they did in the fall of 
1924, the following change in the 
volume of business will be great—as 
it was from the beginning of 1922 to 
the beginning of 1925. If money 
rates are at about 4 per cent, as they 
were in the middle of 1922, and 
move up to about 5 per cent, and 
hen turn downward, as they did in the 
middle of 1923, the following change 
in the volume of business will not be 
great—and it was not. 
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Northwest Trade Conditions Satisfactory— 
Anticipating Good Building Year 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, March 20.—General trade is beginning to show 
some increase as the weeks slip by toward the spring season. Build- 
ing is getting under way for commercial and public structures and 


multiple dwelling houses. 
to any extent. 


Small house building has not yet started 


The great handicap at the present time, over much of the terri- 
tory tributary to the Twin Cities, is the condition of the roads. Frost 
is gradually going out, and where snow prevented travel a few 


weeks ago, mud has taken its place. 


Side roads are impassible, ac- 


cording to reports from much of the territory. 
Shops and factories are developing better demands as they swing 
into the season’s work. Sash and door factories are busy, anticipat- 


ing a very good building year. 


Prices are firm, showing but little change from last week. 





AXES.—Sales are normal, showing a 
decrease from the high point in the cut- 
ting season. Stocks are ample, with 
prices firm. . 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes, $16; double bit base 
weight, $21.50; Plumb Dreadnaught 
single bit, unhandled axes, $14.50; 
double bit, $19.50; handled single bit, 
$19.25; double bit, $24.25 per doz., net. 


BOLTS.—Demand is fair, with stocks 


ready for increased business. Prices 
show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Carriage and ma- 
chine bolts, all sizes, 60 per cent; 
stove bolts, 75-10 per cent; and lag 
= 60 per cent from standard 
ists. 


BUILDING PAPER.—Demand is still 
light, with good prospects for the year. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Rosin sized build- 
ing paper at 2.75 cwt., and tarred 
felts at $3.10 cwt., net. 


BUILDERS’ HARDWARE.—Prospects 
are very good for the season. Sash and 
door factories are busy, and dealers 
handling finishing hardware report a 
large amount of estimating being done, 
for construction later. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 3% x 3% steel 
butts, old copper and dull brass fin- 
ish, 19¢. pair, in less than case lots; 
18¢. pair, in case lots; 4 x 4 steel 
— old copper and dull brass fin- 
ish, 26c. pair, less than case lots; 
25e. pair, in case lots; broad bevel 
steel inside sets, old copper or dull 
brass finish, one piece knobs, less 
than case lots, $7 doz., sets; case lots, 
$6.75 doz. sets; steel 'pit- keyed front 


door sets, $1.85 per set; cylinder 
brass outside trim, bit-k eyed front 
door sets, $1.85 per set; cylinder 


front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 93c, doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 


doz. pair; light ao tee hinges, 3 in., 
62c. doz. pair; 4 in., 78c. doz. pair: 
heavy plain tee hinges, 4 in., $1.06 


doz. pair; 5 in., $1.20 doz. pair; 6 in., 
1.40 doz. pair; 8 in., $1.95 doz. pair; 
extra heavy plain tee hinges, 4 in., 
$1.28 doz. pair; $1.58 doz. pair; 
6 in., $1.89 doz. pair! 8 in., $2.83 doz. 
pair; 10 in., $4.53 doz. pair, net. 





CHAINS.—Demand is steady, with 
stocks well filled. Prices have not 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities; Log reer x1 ty 
14, $13.85; x 14, $10. 
$10.20; proof coil chain, AS in., 7 67. ae % 
in., $8.95; % in. $8.35; 5g in., $9.20 
ewt., net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Sales are normal for 
the time of the year. Stocks are well 
filled, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 28 
a., 5 in., S.B., slip joint, in crates, 
5.50 per 100 ft.; conductor pipe, 28 
ga., 3 in., in crates, not nested, $5.40 
per 100 ft.; 3 in., $1.73 doz., net. 


FILES.—Sales are slightly better, with 
stocks well filled. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files, 

60 per cent from lists. 
GALVANIZED WARE.—Call is steady, 
with stocks filled for the spring trade. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard 10-qt. 
alvanized ails at $2.55;  2-qt., 
; 14-qt., $3; 16-qt. stock pails, $3; 
18-qt., $5.50; standard galvanized 
tie: No. 1, $7; No. 2, $7.90; No. 3, 


$9.20; heavy galvanized tubs, No. 1, 
$12.85; No. 2, $14.05; No. 3, $15.25 
doz., net. 
GLASS AND PUTTY.—Demand shows 
signs of improvement with the ap- 


proach of spring. Prices are un- 
changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities; Single and double 
strength glass, Minnesota prices, 87 
per cent; and strictly pure putty in 
50 lb. containers, $4.85 cwt., net. 


HAMMERS AND HATCHETS.—Small 
tools are selling better with the start 
of the building season. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers, $12.60; Plumb 
No. HFS81, $12; Plumb broad hatchets, 
No. 2, $16.40: shingling, No. 2, $12.50, 
and claw, No. 2, $13.75 doz. net. 





SCREWS.—Dealers are ready for a 
good year in supplies of this nature. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 50 per cent; flat head 
japanned, 374% per cent; round head 
blued, 45 per cent; flat head brass, 
45 per cent, and round head brass, 
40 per cent from new lists. 

SKATES.—Roller skates are selling 
slightly better, and dealers are antic- 
ipating a good trade. Prices have not 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Plain steel roller 
skates, 75c. pair; Speed King, boys’, 
$1.35 pair, and girls’ Speed King, 
$1.30 pair, net. 


SOLDER.—Demand is fair, with stocks 
well filled. Prices are slightly lower, 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 34c. per lb., and war- 
ranted half and half solder at 35c. 
lb., net, in 100-lb. boxes. 


STEEL SHEETS.—tTrade is improving, 
the shops and factories sales being bet- 
ter, with retail call showing a slight 
increase. Prices have not changed. 


We jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 


quote from 


TIN.—Demand is steady, with perhaps 
a slight improvement. Prices are 
steady as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin, 
ICL, 20 x 28, $14.50 box, and roofing 
tin, IC, 20 x 28, 8 lb. coating, $15.50 
box, net. 


WINDOW VENTILATORS.— 
very good, with stocks well 
Prices are firm as quoted. 


We quote from jobbers’ stocks, 
fto.b. Twin Cities: No. 02 steel frame 
window ventilators, $4.80; No. 2, 
$5.60; No. 3, $6.40, and No. 4, $7.60 
doz., net. 

Continental 
type, No. 923, 


Sales are 
filled. 


ventilators, wooden 
$3.65; No. 937, $4; 
949, $5.50; No. 959, $6.05; No. 
$5.25; No. 1549, $7.10, and No. 836, 
$3.35, all priees per dozen. 
Continental ventilators, metal type, 


No. 833, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80 doz., net. 
WIRE.—Sales are increasing, with 
prices firm. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Galvanized cattle 
barbed wire, $3.17 per 80-rod spool: 
galvanized hog barbed wire, $3.39 per 
80-rod spool; painted cattle barbed 
wire, $2.97 per 80-rod spool; painted 
hog barbed wire, $3.18 per 80-rod 
spool; No. 9 (base) smooth galvanized 
wire, $3.65 cwt.; No. 9 (base), smooth 
back wire, $3.20 cwt. 


WHEELBARROWS.—Retail demand is 
just beginning to be felt. Stocks are 
ready for the trade, and prices are un- 
changed. 


We quote from 
f.o.b. Twin Cities: 
type tray wheelbarrows, 
No. 2 tubular, $7.33 each, 
garden, $6.25 each, net. 


jobbers’ stocks. 
Fully bolted barrel 
$34 doz.: 
and No. 1 
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Missouri River Retail Trade Healthy— 
Leather Goods Feature Hardware Market 


KANSAS CiTy, March 21.—Leather goods continue to be the fea- 


ture of the Missouri River hardware market. 


The harness trade is 


now at its peak and, despite altitudinous prices, the demand is run- 


ning a corresponding temperature. 


All merchandise into which 


leather enters as a constituent or complement is affected by this | 


feverish market. 
pace with the movement. 


Rope and wire products are well up among the headliners. 


Sweat pads and harness hardware are keeping 


It is 


reported here that the wire mills are operating at 90 per cent capa- 
city. Their activity in production is reflected in western consump- 
tion as gaged by the brick business being booked by most of the 


jobbers. 
nail-making facilities here. 


“With the exceptions noted, the rest of 
the hardware movement is rather slug- 
gish. Prices remain about the same. 
The demand for automotive accessories 
is only fair. Even tires and tubes are 
not moving as satisfactorily as the 
wholesale trade would like to see them 
move. The disposition of the cay man- 
ufacturers to sell their models fully 
equipped is reducing the retail acces- 
sory trade. Some dealers favor tak- 
ing some sort of action to bring this 
situation to the attention of the acces- 
sory makers as well as the motor in- 


dustry. 
Retail feeling, on the whole, is 
healthy. Farmers are buying such 


heavy equipment as tractors freely. 
This is a sign of their buying attitude 





generally. A trade association official 
recently made a trip into west-central | 
Kansas and reports that he never saw 
dealers and farmers feeling better about 
present conditions and the outlook for 
the future. 

Reports published by the Santa Fe 
Railroad system indicate that Kansas 
has a chance for another record-break- 
ing wheat crop. That State has a 
wheat acreage of 13,041,000, the largest 
in the agricultural history of the com- 
monwealth. Within the last forty days 
moisture conditions have improved 
steadily. Some counties in the western 
and northwestern parts of the State still | 
need rain. 

Jobbers declare that hand-to-mouth 
buying continues to prevail over a large 
section of the retail trade, particularly 
among the smaller dealers. It is com- 
mon for such a dealer to forward four 
or five limited mail orders to the same | 
wholesale house in a single week. Some 
of the wholesalers incline to the belief | 
that the lesson of quick turnover has 
been overtaught. At any rate, they 


hold that many of the small orders must 
be handled at an actual loss. 

Little activity has thus far developed 
in builders’ hardware except that des- 
tined for use in the large public and | 


Reading matter continued on page 86 


Much interest centers in the installation of new wire and 


| COPPER RIVETS 


AND BURRS.— 


Trade continues brisk. No price 


changes. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 40-10 
per cent off list. 

| EAVES TROUGH AND CONDUCTOR 
PIPE.—Business has not yet developed 
in volume. Former prices apply. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 28- 
gage, 5 in. lap joint eaves trough, 
$5 per 100 ft.; 28 gage, 3 in. conduc- 
tor pipe, $5.40 per 100 ft. 

FIELD FENCING.—Fairly good mar- 
ket for this time of the year. No 


| price changes. 


| 
| 


semi-public buildings in course of con- | 


struction. This class of building is 


fairly active throughout the larger cen- | 


ters over the territory. Residential 
building, however, is distinctly slack. 
There is nothing in sight now to indi- 
cate any immediate improvement. 


AXES.—No price changes imminent. 
Movement is slow. Advancing season 


| 


brings little, if any, improvement in de- 


mand. 
We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: First 


quality, single-bitted, unhandled axes, 
can te 4 ~ Ns $15.50, base; handled, $20 to 
BALE TIES.—Price advance as 
March 1 accepted with apathy. 
are unstimulated. 
sonal demand. 
We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 14 
gage, 9 ft., $1.56 per bundle; 15 gage, 


8 ft., $1.22; 8% ft., $1.29; 9 ft., $1.37 
per bundle, net. 


BUILDERS’ HARDWARE. — Inactiv- 
ity, except for equipment to be used on 
larger buildings, prevails. 
dential construction in progress. 
we nigel 


see from jobbers’ stocks, 
Missouri River crossings: Case 
lots of 2% x 2% steel butts, old cop- 
per and dull brass finish, $19.25 a 
hundred pair; 3% x 3%, $20 a hun- 
dred pair; 4 x 4, $27 a hundred pair; 
heavy steel bevel inside sets, case 
lots, $6 per doz.; steel bit-keyed, 
front door sets, $18 per dozen sets; 
wrought bronze metal, $2.25 per set; 
eylinder front door sets, wrought 
bronze metal, $6 per set. 


of 


No 


Pi 


CARRIAGE AND MACHINE BOLTS. 


—Business very good. No price changes 


| reported. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Small 
carriage roll thread, 50-10-10-5 off 
list; small carriage cut thread, 50- 
10-5 off list; large carriage cut 
thread, 50-10-5 off list; small machine 
rolled thread, 50-10-10- 5 off list; 
small machine “% 50-10-5 off. From 
list as of April 1, 1927 

CHAIN.—Trade is still good and tends | 
to become more active. Prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Proot 


coil chain, % in., $9 per cwt.; No. 
2-0 Tenso, 250 ft. reel lots, $6 per reel. 


jobbers’ stocks, 


We quote from 
$24 


f.o.b. Missouri River crossings: 
per 100 rods. 
| FILES.—Active demand keeps up on 
standard sizes and styles. Price fig- 
ures hold firm. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Nich- 
olson, 50 per cent off list; jobbers’ 
brands in full packages, 60-10 off list. 


GALVANIZED WARE.—Retail activ- 


ity continues rather brisk. Prices 
steady. 

We quote from jobbers’ stock, 
f.o.b. Missouri River crossings. Gal- 
vanized tubs, standard No. 0, $5 per 
doz.; No. 1, $6.11 per doz.; No. 2, 
$6.88 per doz.; No. 3, $8.06 per doz.; 


common galvanized pails, 8-qt., $1.88 
per doz.; 10-qt., $2.12 per doz. 


|GARDEN HOSE.—Futures fairly satis- 


Futures | 
Too early for sea- | 


Little resi- | 


factory. Wide range of prices. 

We quote from jobbers’ stocks, 
f.o.b, Missouri River crossings: $6.50 
to $16.50 per 100 ft. 

GRAIN SCOOPS.—No change in prices 
since March 1. Seasonal business is 
just beginning to open. 

We quote from _ jobbers’ stock, 
f.o.b. Missouri River crossings; Light 
weight, full polished, split-D handle, 
No. 6, "p12. 00 per doz.; No. 8, $13.00; 
io. 10,°$14.00; No. 12, $15.00; No. 14, 


| HAMMERS.—Trade is only fair and 
| confined largely to middle and cheap 


| grades. 


No change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River hog 9 Mg 
grade 711% nail hammers, $12.60 per 
doz.; competitive forged nail. — 
mers, $6.50 to $8 per doz.; cast steel 
bammers, $3.60 per doz. 


-HARNESS.—Volume is at the peak of 


the year and demand is hectic, despite 
high prices, which, however, remain un- 
= 


puate from jobbers’ stocks, 
Lob ~ Missouri River crossings: Reg- 
ular No. 1 quality, 1%-in. traces, 
$70.00 per set; No. 2 quality, 1%-in. 
traces, $58.00 per set; No. 3 quality, 
$53.00 per set. 


HARNESS HARDWARE.—Activity in 


| 


sympathy with the heavy trade on har- 
ness. No price changes. 


mee from jobbers’ stocks, 
f.o. < Missouri River crossings: One- 
in. gy me 8, $2.40 to $2.75 


per gross; No. snaps, 1-in., 
$7.00 to $7.50 per gross; cogge Ee 
No. 85, $2.75 to F325 per 0. 


47% XC bits, $1.50 to $1.75 so doz. 
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The Remington Weekly Letter 


About Black Powder in Center Fire Cartridges 


+ 





The Remington Weekly Letter in the 
Hardware Age of March Ist, under the 
heading ““You May Have KLEANBORE 
Center Fires in Stock NOW.” an- 
nounced that Kleanbore Center Fire 
Cartridges had been shipped for some 
months and could be identified by a 
star prefixed to the code mark. 


This star stamped with the other 
code symbols on the bottom of every 
cardboard box and on the front end of 
every case to the left of the red ball of 


both black 


In black powder the Kleanbore 
primer gives less residue but does not 
insure against corrosion, rust or pitting, 
because of the chemical properties of 
black powder. Nevertheless, black pow- 
der cartridges loaded with Kleanbore 
primers are a distinct improvement 
over the old type primer. 


CARTRIDGES LOADED WITH 
SMOKELESS POWDER, WITH THE 
STAR PREFIXED TO THE CODE 
MARK, HAVE KLEANBORE PRI- 
MERS WHICH INSURE PROTEC. 

TION OF 








powder and 
smokeless 
powder cart- 
ridges indi- 
cates these 
cartridges 
are loaded 
with Klean- 





KV29T 


Show this letter to customers as your authority for assur- 
ing them that smokeless powder cartridges, bearing the 
star, are Remington Kleanbore 


THE BORE 
OF THE PIS- 
TOL OR 
RIFLE 
AGAINST 
CORRO.- 
SION, RUST 
OR PIT. 
TING 








bore primers. 


We have had a number of requests 
for reprints of these Weekly Letters, 
to be diatributed to 
others. 
any of our customers with coptes 
upon request. 


salesmen and 
We shall be glad to supply 


President 


REMINGTON ARMS COMPANY, Ine. 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Originators of Kleanbore Ammunition 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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HATCHETS.—Market still sluggish. We quote from jobbers’ stocks We quote from jobbers’ stocks, 
N . h ad f.o.b. Missouri River crossings: Com- f.o.b. Missouri River crossings: Flat- 
0 price changes. mon wire nails, $3.50 per keg, base head bright screws, 50-20 per cent 
We quote from jobbers’ stocks, (see new extras). off list; former price, 50-10 off; 
round-head blued screws, 45-15 per 


f.o.b. Missouri River crossings: Size 

2 extra quality broad _  hatchets, 

$16.70 per doz.; competitive forged 

shingle hatchets, $6.50 per doz. 
HINGES.—Business is reported good 
and gaining. Prices hold firm. 


We_ quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Heavy 


strap hinges in bundles, 4-in., $1. 00; 
5-in., ; 6-in., $1.68; 8-in., $2.70; 
10-in., $4.35 per doz. pair; extra 
heavy T-hinges, in bundles, 4-in., 
1.70; 6-in., $2.04; 8-in., 


$1.38; 5-in., 
$3.05. 


HORSE COLLARS.— Demand could 
scarcely be better. Jobbing supply 
somewhat limited. Prices stiff, but no 
further advance announced. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Full- 
grain, collar-leather collars, average 
16% in. draft, $55.00 per doz. 


LAWNMOWERS.—Some buying in fu- 
tures. Current shipments light. No 
price changes. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Hand 
lawnmovers, $5.65 to $30.00 each. 


MILD STEEL BARS.—Movement slug- 
gish. Prices remain stationary. 


We quote from jobbers’ 4 
f.o.b. Missouri River crossin Bars, 
shapes and small angles, $3. 56 per 
ewt., se; structural sizes and 
shapes, $3.66 per cwt.; mild steel 
hands, 3/16 and lighter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; 


reinforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


NAILS.—Movement is_ accelerating 
somewhat. Open weather stimulates 
demand. Former prices hold. 





OILS.—Business not up to expectations. 
Linseed oil takes an advance of one 
cent. Prevailing good weather should 
stimulate demand. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Raw 
linseed oil in bbl. lots, 86c. per gal.; 
boiled linseed oil in bbl. lots. 89c.; 
raw linseed oil in half-bbl. lots, 91c.; 
boiled linseed oil in half-bbl. lots. 
93c.; turpentine in bbl. lots, T5c.; 
turpentine in half-bbl. lots, 75c. 

POULTRY NETTING.—Good, steady 
movement continues. Prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 50- 
10-5% to 60 off list. 


RADIO BATTERIES.—Demand fair, 
though tapering off. No. 770 B battery 
will be reduced April 1 from $3.17 to 
$2.80 in unit packages of five each; No. 
772 from $2.44 to $1.92; No. 485 will be 
priced at $2.33. No new prices an- 
nounced on C batteries. 


We quote from jobbers’ stocks. 
f.o.b. Missouri River crossings: “Ev- 
eready”’ C batteries in unit packages 
of ten, $0.39 each; singly, $0.42. 


ROPE.—Activity prevails. No further 
price changes on manila. Sisal firm. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: High- 
est quality Manila rope, standard 
brands, 23 cents per pound, base; No. 
2 Manila, standard brands, 21 cents 
per pound; No. 1 sisal rope, highest 
prem di rs oy’ brands, 19 cents 
por pound; No. 2 sisal rope, standard 
ranaa, 14 to 16% cents per pound. 


SCREWS.—Movement inclined to be 
slow. No price changes. 





cent off list; flat-head brass screws, 
45-15 per cent off list; round-head 
brass screws, 40-45 per cent off list. 


SMOOTH WIRE.—No. 12 continues 
good demand. Prices steady. 


We quote from jobbers’ stocks, 
f.o.b.. Missouri River crossings, $3.35 
per cwt., base. 


SOLE LEATHER.—Strong demand. 
Prices stiff. New figure on sole leather 
taps announced March 1 still in force. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: No. 
= leather strips, 98c.; light No. 
, 80c. 


STEEL SHEETS.—Steady movement 
continues. Prices hold. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 24 
gage galvanized flat, $5.25 per cwt; 24 
gage black flat, $4. 55 per cwt.; corru- 
gated iron, 28 gage galvanized, $4.85 
per square; 26 gage galvanized cor- 
rugated, $5.45 per square; 28 gage 
painted corrugated, $3.50 per square. 


SWEAT PADS.—Feverish buying pre- 
vails. Wholesale stocks inadequate. 
No price changes. 


We quote from jobbers’ 
f.o.b. Missouri River, crossings: 
per doz., 20-in. base. 


WIRE CLOTH.—Business on futures 
fairly active. Few current shipments. 
Prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River ge gee “oo 
12-mesh, $1.85 per 100 sq. 
vanized, 12-mesh, $2.05 " 
ft.; galvanized, 14 mesh, $2.45 per 100 
sq. ft.; galvanized, 16-mesh, $2.80 per 
100 sq. ft. 


rt 


n 


stocks, 


$4.25 





Everedy Improved Capper 


The Eveready Co., Frederick, Md., is 
manufacturing an improved Bottle Capper, 
the No. 101-S. The automatic spring 
handle stop has been designed to prevent 
the handle from springing out of gear. In 
addition, the gear can be changed for 








different size bottles without lifting the 
stop. An extra large, rubber-padded base 
has also been added, which prevents the 
bottles from slipping. 





A carbon steel gear and rack with ex- 
tra large teeth prevent stripping and a 
steel post, which is riveted to the base at 
right angles to the gear rack, is said to 
resist bending and stretching. The capper 
is nickel plated throughout and seals any 
bottle up to one quart size. 


Boy Scout Flashlight 


A new flashlight has been placed on the 
market by the National Carbon Co., New 
York City, which has been designed ac- 
cording to specifications of the Boy Scouts 





of America. The flashlight, known as 
Eveready No. 2697, was produced by the 
company after it had been commissioned 
to produce and market the Official Boy 
Scout Flashlight. 

It is a two cell focusing light, is fin- 
ished in olive drab and equipped with a 
ring hanger, belt clip and safety-lock 
switch. A feature of the light, with its 
200 ft. range beam, is its adaptability to 
night signalling. 





Snips in Attractive Box 
The Peck, Stow & Wilcox Co., South- 
ington, Conn., is marketing a new solid 
forged steel snip, which has been designed 





to meet the popular demand for a medium 
priced snip for general use. The blades 
are fully polished and the handles finished 
in bright red. Made in seven sizes and 
will effectively cut wire screeing, linoleum, 
card board, asbestos, etc. 

Each snip is packed in a new, attractive, 
individual box which conforms to the shape 
of the snip. It can be used for a counter 
display and when packed or placed on a 
shelf, requires little extra space, due to the 
shape of the box. 
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Michigan Central Railroad 





equips over 300 doors with R -W- 


“The doors operate easi 
satisfaction is indicated 


J. F. Deimling, Chief Engineer, Michigan 
Central Railroad, says: 


“In January, 1926, we completed a new 1190 ft. sec. 
tion of our freight house, making the total length 2000 
ft.— perhaps the longest railroad freight house in the 
country. On one side of the freight house are the 
tracks; on the other side is a roadway where teams and 
trucks are constantly loading and unloading. 


“In the original section of this freight house, which 
is 10 years old, we used Richards-Wilcox door hard- 
ware. Being perfectly satisfied with our 10 years’ expe- 
rience, we naturally selected R-W equipment for the 
newer additions. R-W equipped doors of the sliding 
type line the railroad track side of the freight house. 
On the teaming side, we use a vertical rolling door. 
All door openings are 9x9 ft. 


our constant re-orders”’ 


“In June, 1926, we completed a new inbound freight 
house of the same type, three sets of tracks away. This 
building is 590 ft. long, with R-W equipped sliding 
doors throughout. 

“Altogether, we have in these two freight houses 
over 300 doors equipped with R-W hardware, slides, 
and trolleys. We also have several FyReWall doors of 
Richards-Wilcox manufacture, as well as a folding 
door 17 ft. wide by 12 ft. high. 

“At present we are constructing the Michigan Cen- 
tral Fruit Auction Building, which will be equipped 
throughout with R-W bi-fold and sliding doors and 
hardware. 

“We have never had a complaint about our Richards- 
Wilcox equipment. The design is right, and the doors 
operate easily year after year. Our satisfaction is indi- 
cated by our constant re-orders.”’ 


Seen after year. Our 


R-W Engineers will gladly make an analysis of your plant requirements in the matter of doorways and conveying 
problems, without placing you under any obligation. Just write our nearest branch office. 


forany 


AN Hanever 


Door that Slides 





New York - 


AURORA, ILLINOIS, U.S.A. 





Chicago 

Boston Philadelphia Cleveland Cinci lis St. Louis — Orleans Des Moines 

Minneapolis ansas City Los Keovkes rn Francisco Omaha Seattle Detroit 
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Metropolitan Trade Predicts Active Spring 


Current Market Quiet—Stress Building Possibilities 


NEW YorRK, March 20.—Reports on current business activities in the 
local wholesale hardware market suggest a relatively quiet market. The 
jobbers and dealers both, however, are very optimistic on the possibili- 


ties of spring trade. 


They feel that the first prolonged stretch of sea- 


sonal spring weather will quickly stimulate a more active interest in 


hardware and allied lines. 
ties. 


Shelf goods are moving only in fair quanti- 


Those featuring specialties appear to be more active at this time and 


through the specialties are selling a little more staple lines. 


The larger 


retail stores apparently are enjoying comparatively better trade than 


the smaller groups. 


As a reason for good business in the near future local market students 
stress the heavy building programs already under way. This will help 
the employment situation and bring about the sale of hardware and 


builders supplies. 


Collections are not as good as they have been according to the ma- 


jority of reports. 


It is suggested that this market is in between two 


good periods for collections and that improvement may come shortly. 
There are no important price changes being made. 


BATTERIES.—Demand is not heavy at 


this time, but is reported as being very | 


steady. Local wholesale stocks are in 
good condition. 


JOBBERS’ gag age -_ RE- 
TAILERS, F.O.B YOR 

Dry cells, No. : p Bay “type, 

52 1RC No. 7111, same type, 35%c. 
each 

Hercules, No. 6 ignition type, 23c. 
each in lots of 50. 

B batteries, No. 767, > 62 each; in 
units of 5, $2. 44 each: No. 772 (vor 
tical type), $2.62 each; in units of 5 


$2.44 each; heavy duty vertical type, 
No. 770, $3.40 each: in units of 5. 
$3.17 each. 


Layerbilt No. 486, $3.59 
each; units of 5, $3.33. 


BOLTS AND NUTS.—Fairly good 
trade reported at firm prices. Stocks 
are in good condition. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK. 
Carriage bolts, 50 and 10 offi list. 
Case bolts, 60 per cent off list. 
” Stove bolts, 75 and 10 per cent off 
ist 

Machine bolts % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
ed per cent off list; 1% to 1%, 30 off 
st. 

Coach screws, 50 and 10 off list. 
Case bolts, 60 per cent off list. 
Step bolts, 50 per cent off list. 


BUTTS.—Demand is moderate with 
prices unchanged. Jobbers quote 3% 
by 3% steel butts at 19%c. per pair in 
less than case lots and 18c. per pair on 
case lots. 

CARPET SWEEPERS.—Prices are the 
same and demand is reported as moder- 
ate. Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK. 

Carpet sweepers, Standard, $3 each; 
Universal, japanned, $3.50 each: 
Universal, nickel plated, $3.83 each: 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.— Demand is fairly good. 
Prices are unchanged and local stocks 
are considered satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK. 
Alarm clocks, Big Ben, $2.29; same 

“luminous, $3.16; Baby Ben and Baby 


| 
| 
| 


| 





Ben luminous take same respective 
prices. Ben Hur, $1.76; same lumin- 
ous, $2.46. 

Black Bird, luminous dial, $1.76. 
Blue Bird, $1.22.. Sleep Meter, $1.40. 
Jack-O-Lantern, luminous dial, $2.10. 
American, $1.05. 

Auto clocks, ——. plain, $1.76; 
same luminous, $2.4 

Prices aor ‘each. 


NAILS.—There has been no change in 
prices locally. Stocks are apparently 
adequate and demand is fair. 


JOBBERS’ gh TO RE- 
TAILERS, F.0O.B. NEW YORK. 

Common wire nails, a 4d, $4.2 
per keg 6d, $4 per keg; 8 d, $3. 85 per 
keg; 10d, $3. 75 per keg. Common wire 
nails, galvanized, 4d, $6.75 per keg; 
6d, $6.50 per keg; 8d, $6.35 per keg, 
and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; =. $4.10 per keg, and 8d, 
$3.95 per ke Wire finishing nails, 

$1.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.35 
per keg; 8d, $6.60 per keg,/and 10d, 
$6.50 per keg. 


RADIO TUBES.—Steady sale reported 
with prices the same. Stocks are 
ample. 


JOBBERS'’ yh bes J Pg RE- 
TAILERS, F.0.B. NE 
zi Sigs a saler 


REMNRS 1LS Sys baton sou a 00 $2.80 
SEAL: a d.0:s b:dinyin 8 6656S 50 1.05 
i See a : 0) 2.45 
0) rere. |. 1.40 
I 5 spine o.dc sense 3.50 2.45 
ESE ASE oe 5 2.25 1.58 
4: Ree 1.58 
SED Ss noo ss cae 6 eons 2.50 1.55 
EE SS yokes Cawdwee sac ee 1.55 
| A irre 1.55 
ETS PSEC OPE E | og 3.50 
ko 5 ere ei 7.50 5.25 
SN Te id eee a gine 9.00 6.30 
ES oc cosh esse heat 4.75 3.33 
ED ’Ssencisbewsuueesis 3.00 2.10 
Co SEE er rrr 6.00 4.20 
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No. 7 is le. higher and No, 6 is 3c. 
higher on all brands. 


SCREWS.—There is rumor of new dis- 
counts on screws but at press time no 
definite information was available. 
Sales are about normal and stocks are 
satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK. 
Wood Screws, flat head, bright iron, 
50-10-10 round heads, blue, 45-10-10, 
‘round head, iron, nickel plated, 2714 - 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 
Machine screws, flat and round 
head, iron 75 per cent off list. Same 
fillister head 75 per cent off list. 
Machine screws, flat and round 
head, brass, 70 per cent off list. Same 
fillister head 70 per cent off list. 


SANITARY PRODUCTS.—Prices are 
the same. Demand is fairly good. Local 
wholesale stocks appear satisfactory. 


JOBBERS’ i a Bg hg RE- 
TAILERS, F.0O.B. NEW YORK 

Economy plumber, drain pipe 
cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
doZen to a carton. The 2-lb. size is 
packed in one and two dozen cartons. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots ie: ae ar 
doz. Desolvo, triple strengt 2 
cans, case of 1 doz. cans, $7 t.. ing 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2. 25 per doz.; case of 2 
doz. cans, $2.15 per doz.: gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per gqt., 
and dozen quantity, $1.75 per qt. 

Presto Products—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. "size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 ‘per doz.; Silvershyn, 4%4 oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 qt. 
size, $9 per doz.; window cleaner, 6 
OZ. ‘size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per ‘doz.; 12 0z. size, 
$4.32 per doz.; 16 oz. size. $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


| SPRING GOODS.—Current orders are 
light, but business written to date on 
spring lines looks pretty good and com- 
| pares favorably with previous years. A 
| good stretch of spring weather should 
stimulate some demand for these items. 
The trade is optimistic on the outlook 
for spring demand. Prices are fairly 


| even and stocks are in good condition. 


SASH CORD.—At press time jobbers | 


have not advanced the price on sash 
cord, though manufacturers raised the 
price 2c. per lb. about ten days ago. 
Demand is fairly good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK. 

Sash cord, Samson spot No. 8, 70c. 
to 72c.; Aetna No. 8, 3lc., and Phoe- 
nix No. 8, 38c. to 39¢. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK. 


Garden Hoes 


Ladies, garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1/6c. éach. 

Meadbdw hoes, forged steel blade, 19 
gage, polished and bronze _ socket 
shank, 4% ft. handle, 93c. each. 

Nursery hoes, forged steel blade, 


polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
8%4e. each. 
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For Quick Sales Action 
Stock Simonds Special 
Hand Saw Files 


An unusual and more efficient 
hand saw file for which a big 
demand has been made by 
carpenters throughout the 
country. They are writing in 
right along—any number of 
them—saying, “Tell me what 
dealer sells the Simonds Spe- 
cial Hand Saw Files.” 


They are interested and want 
to buy this file. They know it 
serves them better for hand 





saw filing than any other file 
made. 


Do you want this trade? 


Write us about this file and 
let us give you our dealers’ 
discounts and selling proposi- 
tion. 


The files are made in 514"’, 6'’ 
and 7’” lengths—6’’ being the 
best seller. ORDER A FEW 
DOZEN FROM YOUR 
JOBBER. 





SIMONDS Sawanp Stee Co 





Hardware Department 


SIMONDS 


Special 
Hand Saw 
FILE 





Fitchburg, Mass. 
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Onion hoe, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 81%c. each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 86c. each. 
Scuffla type hoes, 81c. to 92c. each. 
scuffle, 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.09 each. 

Mortar hoes are packed 12 in a 
bundle. 


Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 46c. each; with 14 
teeth, 50c. each; with 16 teeth, 54%c. 
each. 

Medium bronze finish, straight 
teeth, 5% ft. ash handle, 12 teeth, 
77c. each; 14 teeth, polished, 83%c. 
each; 16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, 1.09 each; with 14 teeth, 
$1.02 each. 

Rakes packed 6 in a bundle. 


Cultivators 


Floral cultivator, adjustable 3 
forged steel prongs, malleable iron 
socket, enamel finish, 4 ft. ash han- 
dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 85%c. each. 

Packed 6 in a bundle. 


Potato Hooks 


Solid steel, goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.03 each. Same, with bent 
head, polished and bronze finish, 4 
angular black tines, 96%4c. each. 

These are packed 12 ina Sandie. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.71 each. 
Same, 5-12% in. tines, $1.891%4 each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines, $1.56 each. 
Same with 5-12% in. tines, $1.90 
each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dle, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure 
forks are packed 6 in a bundle. 








Hay Forks 


Strapped ferrule, selected ash han- 
dlies, bronzed and polished, Z oval 12 
in. drop forged tinés, with 5 ft. bent 
handle, $1.15% each and with 6 ft. 
bent handle, $1.39 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 
spring goods in bundle lots. 


VENTILATORS—Sale continues 
pretty active in this market. Prices are 
the same and stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK. 

Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4.00; 
No. 949, $5.50; No. 959, $6.05; No. 
1537, $5. "25; No. 1549, $7. ‘10, and No. 
836, $3.35, all prices per dozen. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837, 
1137, $5.30; No. 1145, 
$6. 90, and No. 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
type, No. 01, $4.40; No. 02, $4.80; No. 
03, $5.60; No. i, $5.20; No. 2, $5.60; 
No. 3, $6.40; No. 4, $7.60, and No. 5, 
$8.40. All diamond E prices are per 
dozen. 





Cleveland Jobbers Report Improvement 
—Prices Firm with Few Changes 


CLEVELAND, March 20.—Jobbers report an improvement in sales. 
Seasonal spring goods are showing more life and staple merchan- 
dise is also going better than recently. Among other seasonal lines 
garden tools have become quite active, builders’ hardware has picked 
up and painters’ supplies are moving well. 
clubs have aroused in flower gardens is expected to help make this 
a good year in garden tools for the retailer. 
started to move but there is not much activity as yet in other sea- 
The market has a firm tone and few 
prices changes are reported. Manufacturers have advanced prices 
10 per cent on stove bolts and machine screws. 


sonal sporting goods lines. 


(Cleveland office of HARDWARE AGE) 


about normal for this time of the year. 





AUTOMOBILE TIRES AND ACCES- 
SORIES.—While the demand for tires 
is showing more life than recently, 
spring buying has hardly gotten under 


way. 


Cleveland jobbers quote Mansfield 
tires, f.o.b. Cleveland, 30 x 3% Lib- 
erty Cord, $6.10; heavy duty over- 
size, $8.30; 32 x 4 Liberty, $11.15; 
heavy duty, $13.80; balloon tires, 27 x 
4.40, $8.70; 29 x 4.40, $9.15; 30 x 5, $13; 
32 x 6, heavy duty, $21.10; 32 x 6.20, 


t 
$1.80; 29 x 4.40, 
32 x 6, $3.10; 32'x 6.20, $3.50. 

We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls. No. 145 
jacks, $3.75. Derf spark plugs, 96c. 
each for all sizes in lots of less than 
50; Champion X spark plugs, 45c. 
each for less than 100, and 4ic. each 
for over 100; Champion regular, 53c. 
each for less than 100, all sizes; 50c. 
each for over 100. 


AXES.—Few orders have as yet been 


taken for fall delivery. 


Jobbers quote f.o.b. Cleveland: 
First grade single bitted, rustless, 
black finished handled axes. $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled. $24.50 
er doz.; double bitted, unhandled, 
20 per doz.; 60c, increases for dozen 


lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 


brisk. 


Jobbers quote  f.o.b. 
B and C radio batteries. 


Cleveland: 


Re ere $1.22 
Pa “SGese sade veaee 30 1.40 
SS err ere 2.44 2.62 
A, eae 3.17 3.40 
BRO. 486 cccscccccosocs 3.58 


3.33 5 

Dry cell A _ batteries, No. 7111, 

35%c. in standard packages; 40c. in 

broken lots; Columbia igniter dry cell 

batteries, 32%c. in standard pack- 
ages, 36c. in broken lots. 


an active item. 


Cleveland jobbers quote bird cages 
f.o.b. Cleveland: No. 274, $1.85 each; 
No. 275, $2.35 each; No. 275 Duco 
finish, $3.50 each; for cartons of 3 
the price is 15 cents less, 
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The interest that garden 


Fishing tackle has 


Retail business is 


BATTERIES.—Demand is not very 


Unit Broken 


BINDER TWIN E.—Although new 
prices were expected March 1, they 
have not yet come out. Business is be- 
ing taken subject to prices to be named. 


BIRD CAGES.—These continue to be 


BOLTS AND NUTS.—Manufacturers 
have advanced stove bolts 10 per cent. 
Present prices on other bolts and on 





nuts have been re-established for the 
second quarter. 


Jobbers quote f.o.b. Cleveland: Ma- 
chine and carriage bolts, cut thread, 
hot pressed and cold punched nuts 
at 60 and 5 per cent off list. Bolts 
with rolled thread, 60, 10 and 5 per 
cent off list. Stove bolts, 80 per cent 
off list. 

Semi-finished nuts in bulk, 60 and 
5 per cent off list; 15 per cent higher 
for packages. 


BUILDERS’ HARDWARE.—Sales 
show some gain. Retailers are stock- 
ing up for spring and are looking for 
a good year in the building field. 


Cleveland jobbers quote in case lots 
lock sets, $4.75 per doz.; heavy strap 
hinges, 6 in., $1.45 per doz.; 8 in., 
$2.38 per doz.; extra Sad T hinges, 
ph in., $1.73 per doz.; 8 in., $2.80 per 

OZ 

Butts, case lots, 3 in., 16% cents 
per pair; 3% in., 17 cents per pair; 
4 ine 23 cents per pair; for less than 
case lots all sizes are 1 to 2 cents per 
pair higher. Butts with sand blasted 
finish are 4 cents per pair higher. 

Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.25 per 
aoe sand blasted finish, $1.20 per 

oz. 


CORRUGATED ROOFING.—This has 
become fairly active recently. After 
the expiration of their present contracts 
March 31 it is stated that jobbers will 
probably have to pay higher prices for 
roofing, so that an advance in jobbers’ 
prices may be made. 


Cleveland jobbers quote 28-gage 
corrugated roofing at $4.01 for 1% in., 
and $3.97 for 2% in. per square, f.o.b. 
Pittsburgh, for ten squares or more. 


GAME TRAPS.—Very few orders have 
been taken as yet for fall shipment. 


Cleveland jobbers quote Victor 
traps, No. 0, $1.10 per doz.:; No. 1, 
$1.38 per doz.; No. 1%. $2.44 per doz.; 
_— jump No. 0, $1.59 per doz.; 
No. $1.83 per doz.; No. 1%, $2.81 
per p nae, 


GLASS BAKING WARE. —This is 
showing more activity than a few 
weeks ago. 


Jobbers cuote f.o.b. Cleveland: 
Casseroles.—Round or oval, 1 at., 
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Luco-Lac 

window display 

that will get business 
for you... Zy_ 


The way to sell someone something they tet A Xm, myself pe 
never thought of buying is to make a pic- . YL Jy) Beers 
ture for their mind’s eye in which they SA ee “ele h : 
themselves are using the product and (ZO UOEHS 
getting benefit, amusement, or enjoyment 
out of it. 





This Luco-Lac display, featuring Miss 
Luco-Lac, does this to perfection. It’s 
a beautiful thing. Very colorful. The 
chair for instance is bright red. 


It has already proved itself well worth 
the room it takes. If you would like to 
have it, get in touch with us. 





Paint and Varnish Makers Since 1849 


Philadelphia 


New York Pittsburgh Chicago Boston Oakland 
and local distributing points 


Iraeas 


Paints, Varnishes, Enamels, Lacquers 
Purposely made for every purpose 
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$1; 1% qt., $1.17; 2 qt., $1.33: square, 
ge casseroles with fancy covers, 
35c. higher. 

Pie Plates.—S in., 50c.: 9 in., 60c.; 
10 in., 67c. 

Bread Pans.—No. 212, 60c.; No. 214, 


i. 

Utility Dishes.—No. 231, 67c.; No. 
232, $1.17. 

Teapots.— “’ cups, $1.67; 4 cups, $2; 
6 cups, $2.3 


GLASS CLOTH AND CEL-O-GLASS. 
—These items are moving in fair quan- 


tity. 

Cleveland jobbers quote glass cloth 
24c. per yd. in 100 yd. rolls and 25c. 
per yd. in small rolls: Cel-O-Glass, 
12c. per sq. ft. 


GARDEN RAKES.—Jobbers are tak- 
ing a good volume of orders for spring 


shipment. 

Cleveland jobbers quote _ rakes: 
steel bow, first quality, 12-in., $10 
per doz.; 14-in ., $10.75 per doz.: 16-in.,. 
$11.60 per den. all in full bundle lots. 
Level head steel 14-in., $9.84 per doz.: 
16-in., $10.56 per doz.; competition 
grade, 12 in., $5.16 per doz.; 16-in., 
$5.64 per doz.; 16-in., $6.12 per doz. 
— lawn rakes, 22-teeth, $8.75 per 

oz. 


HOUSEHOLD CLEANERS.—With the 
approach of spring cleaning season 
these items have become more active. 


Jobbers quote f.o.b. Cleveland: 

Presto pipe opener, $2 per doz.: 
Presto toilet bowl cleaner, $1.85 per 
doz.; Presto tile and _ porcelain 
cleaner, $1.20 per doz.; Presto vege- 
table oil soap, $2.60 per doz.; Presto 
Met-L-Shyn, $3.60 per doz.; Presto 
Silvershyn, $1.80 per doz.:' Presto 
waterless cleaner, 2-pt. cans, $5.40 
per doz.; 5-pt. cans, $9 per doz.; 
Presto window cleaner, 6-02z., $3.60 
per doz., 12-o0z., $5.40 per doz.; Presto 
Lustre Furniture Polish, 6-0z., $2.60 
per doz., 12-0z., $4.32 per doz.; 16-oz., 
$5.40 per doz.; Presto dry cleaner, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo. 
triple strength, 16 oz. size, case of ? 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz., gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz, 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per at., 
and dozen quantity, $1.75 per at. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.90 per 
dozen. 

Hercules radiator stop leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 
$4.50 per dozen. 

Hercules boiler liquid, quart cans, 
$2 each. 


ICE CREAM FREEZERS.—Sales are 


light. 

Jobbers quote f.o.b. Cleveland or 
factory with freight allowed to des- 
tination on 12 or more as follows: 

White Mountain, 2 qt., $5.65 each; 
4 qt., $8.25 each; 6 qt., $10.45 each; 
8 qt., $13.50 each; this price is subject 
to 50 per cent discount. 

Lightning, 2 qt., $5. 50 each: 4 at., 
$8 each; 6 qt., $10 each; 8 at., $13 
each; subject to a 55 per cent dis- 
count. 

Blizzard, 2 qt., $5.50 each: 4 qt., $8 
each; 6 qt., $10 each; 8 qt., $13 each; 
subject to discounts of 55 and 7% 
per cent. 

Acme, 2 qt., in half dozen lots. $8 
per doz.;: in broken packages, $8.40 
per doz. 


LAWN HOSE.—This is not very ac- 
tive, as retailers generally have placed 


their spring orders. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 2-braid molded, un- 
coupled hose, % in., 7% cents per 
ft.: % in., 8% cents per ft.; % in., 
91, cents per ft.; coupled hose is 4 
cents per ft. higher. 


LAWN MOWERS.—Jobbers are get- 
ting belated orders from retailers who 
did not buy some time ago, making 
mowers more active than they have 
been for some time. Jobbers are now 
shipping spring orders. 


MACHINE SCREWS.—Manufacturers 
have advanced prices 10 per cent for 
the next quarter. Jobbers have as yet 
not ehanged prices. 


Cleveland jobbers quote machine 
screws 80 and 5 per cent off list for 
steel and 75 and 5 per cent off list for 
brass. 


| NAILS AND WIRE.—Manufacturers 


have reaffirmed present prices for the 
| second quarter. Jobbers’ sales are not 
very heavy. 


} 
| Jobbers quote nails at $2.75 base 
j per keg for mill shipment and as 
| follows from stocks: 
| Nails.—Less than car lots, $2.90 per 
keg; No. 9 galvanized wire, $3.35 per 
100 Ib.; No. 9 annealed wire, $2.90 
per 100 lb.; cement-coated nails, $2.90 
per 100 lb.; polished fence staples, 
$3.69 per 100 lb.; galvanized fence 
staples, $3.85 per 100 Ib. 

Barbed Wire.—Barbed wire stock 
shipment Lyman, 4 point, $3.13 per 
80-rod spool. Hog wire, $3.38 per 
‘80-rod spool. 


NIPPLES.—A price advance has been 
made on nipples and changes have been 
made in the classification so that all 
sizes from % in. to 6 in. inclusive are 
in the same classification. Jobbers quote 
these sizes in black nipples at 57 and 
10 per cent off list. 


OIL AND GASOLINE STOVES.— 
‘While orders are not heavy, these are 
moving in fair volume. 


Jobbers quote f.o.b. Cleveland: Per- 
fection oil stoves, full white porcelain 
enamel with built-in oven, Superfex 
burners, $140; full white porcelain 
| enamel with built-in oven, double 
wall burners, $120; japan finish 
stoves, $28.50, so2° 50 and $17.50. Pur- 
itan oil stoves, full white porcelain 
enamel with short drum Puritan 
burners, $122; japan finish stoves, 
$28.50, $22.50 and $17.50. Puritan 
pressure gas stoves, full porcelain 
enamel with built-in oven and pres- 
sure gas burners, $128; japan finish 
stoves, $38, $33 and $26.50. Perfec- 
tion ovens, one burner, $2.50; one 
burner glass door, $2.70 and two- 
burner glass door, $6. Discount on 
above stoves and ovens, 30 per cent 
for less than ten and 30 and 5 per 
cent for ten and more. 

Nesco stoves, 2-burner gasoline 
without high shelf, $23; same, 3- 
burner, $28; same, 4-burner, $33; 
4-burner range, $65; 5-burner range, 
$70; high shelves for regular gasoline 
stoves, 2-burner, $5.25; 3-burner, 
$6.50; 4-burner, $8; dealers’ discount, 
30 and 5 per cent off list. 

Air-O-Gas gasoline stoves, No. 327, 
$28.50: No. 330, $34.50; No. 324, $39: 
No. 325, $45: No. 328, $72; No. 322 
range, $114. These prices are subject 
to a 33% per cent discount. 


PAINTERS’ SUPPLIES. — Mixed 
paints, oils and other supplies are mov- 
ing well. Retailers are stocking up | 
and look for ‘a good season. 


Cleveland jobbers quote as follows: 
Turpentine in bbls., 72%4c. per gal.; 
| less than bbl. 87%4c. per gal. 
| Linseed oil in bbls., 87c. per gal.; 
| less than bbl, $1.02 per gal. 
| White lead in 100-lb. kegs, 13%c. 
| per Ib.; in 50 and 25-lb. kegs, 14c. per 
Ib.; in 121%4-Ib. kegs, ane per Ib. 
Quantity discounts, 500 Ib. to 1 ton, 
10 per cent. One ton or are 10 per 
cent and 4 per cent. 
} Enameling lacquers, $1.20 to $1.65 
| per qt. 








CLOTH —Poultry netting is still an ac- 
tive item, but wire cloth is moving 
rather slowly. 








POULTRY NETTING AND WIRE | 


| 


"and the demand at present is rather 
| quiet. 


| 
| 
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Cleveland jobbers quote: 12-mesh 
black wire cloth, $1.75 per 100 sq. 
os 12-mesh galvanized, $2.10 per 100 

ft.; 14-mesh Seay $2°50 per 
100 sq. ft.; 16-mesh, $2.85 per 100 sq. 
.: bronze, 14- mesh, $5.35 per 100 ft. 
rolis; 50 ft. rolls 10c. additional. 
Poultry netting, galvanized, after 
weaving, 50 and 10 to 50, 10 and 5 per 
cent off list; galvanized before weav- 
ing, 50, 10 and 10 to 50, 10, 10 and 5 
per cent off list. 


PREPARED ROOFING.—This is mod- 
erately active. 


Cleveland jobbers quote popular 
grades: Light, 98 cents per roll; me- 
dium, $1.12 per roll; heavy, $1. 29 per 
roll; slate surface roofing, $1.99 per 
roll. 


RADIO EQUIPMENT.—Tubes and AC 
receiving sets are in good demand. 


Jobbers quote f.o.b. Cleveland; 
Phileco 6-180-volt, AB-686, socket 
ower units, $33; AB-386, $39; AB-382, 
45; 6-150-volt. AB-663 and AB-356, 
$27; AB-623, $33; 4-volt. AB-463, $27; 
AB-423, $30; 6- volt . socket power 
~— A- 603, $16.6 socket units, 

B-86, $21; B- 603, $18. BO: Philco trickle 
charger, TC-60, $6. 


ROLLER SKATES .—Sales are fair. 


Jobbers quote f.o.b. Cleveland: 
Union Hardware Co line, Nos. 4 and 

ol. _ per pair; No. 6, $1.55 My pair; 
No. 3, children, 75c. per pair. 


ROPE.—Orders are still fairly plenti- 
ful. Jobbers are now making spring 
shipments. 


Cleveland jobbers mate best grade 
of manila rope at 22%c. per lb. for 
factory shipment and 238c. per Ib. for 
stock shipment; sisal rope, 16c. per 
lb. for factory shipment and 16%c. 
for shipment from stocks, 


SCREEN DOORS AND WINDOWS.— 
Advance orders have been heavy, but ° 
these are not very active at present. 


Cleveland jobbers quote Continental 
line No. 288 doors, 2.8 ft. x 6.8 ft., 

23 per doz.; 2.10 x 6.10, 24 per doz.: 

No. 315 G-12, 2.8 x 6.8 ft., 31.65 per 
doz.; 2.10 x 6.10, $32.65 per doz.; win- 
dows, No 1233; $3.15 per doz.; No. 
1833, $4. 15 per doz.; No. 2433, $4. $0 per 
doz 





SHEETS.—The approach of spring has 
stimulated the demand for galvanized 
sheets, which are moving well. 


Cleveland jobbers quote 24-gage 
galvanized sheets at $4.40 per 100 Ib. 


SPRAYERS.—The demand is fair. 


Cleveland _—— quote: 1-pt., tin 
sprayers, $3.15 per doz.; 1-qt., tin, 
$3.50 per doz.; 1- qt., galvanized, $4.25 
per doz., 1-qt., mason jars, $5 per 
doz.; eat continuous, $6.50 per doz.; 
No. 327%, ‘Little Giant, $3.10 per doz.; 
4-qt., ~ compressed air, $4 per doz. 


STOVE BOARDS.—Sales are rather 
slow at present. 


Cleveland jobbers quote No. 3 
square, wood lined stove boards in 
full box lots, 28 x 28 in., $15.35 per 
doz.; No. 6 oblong wood lined, 24 x 
36, $16.50 per doz.; No. 9, square paper 
lined, 28 x 28 in., $8.25 per doz.; No. 
12, oblong paper lined, 24 x 36 in., 
$10 per doz. 


STOVE PIPE AND ELBOWS.—Con- 
| siderable fall business has been placed 


Cleveland jobbers quote for factory 
shipment 6-in. 28-gage Security stove 
pipe at $3.28 per crate of 25 joints, 
and 6-in, elbows, 28-gage, at $1.36 
per doz. 


WOOD SCREWS.—These are only mod- 
erately active. 


Cleveland jobbers quote flat head, 
bright screws, 60 per cent off list: 
round head, blue, 50 per cent off list; 
flat head, japanned, 40 and 5 per cent 
off list; round head, nickel on steel 
27% and 10 per cent off list; flat 
head, brass, 50 per cent off list: round 
head, brass, 40 and 10 per cent off 
list. 
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Prepare for 
CHILDRENS DAY 
_June 16" 


The Live 
Parkcycles American Boy 
Automobiles 
Velocipedes 

Coaster Wagons 
Scooters 

Pedal Bikes 

Hand Cars 

Tricycles 

Doll Cabs 

Play Yard Equipment 


Children’s 
Vehicles 


The*eyes of the children of America are focused on their own 
special day—Children’s Day—June 16th. {To them it will be 
* another Christmas. Great plans are being developed. News- 
f papers everywhere are already telling the story. (Races, contests, 
{ parades, big displays, prizes, etc., will enter into this big day. 
Be ready. June is outdoor time. Outdoor gifts will prevail. 
‘ The kiddies will clamor for them. Enter into the spirit of this 
é j big day. See that your stock of the colorful and popular American 
| Vehicles is complete. Your efforts for this day will be rewarded 
with big sales of vehicles. Now is the time to plan and get ready. 





NEW BALLOON DISC 
WHEELS 


This new feature, regular equip- 
ment on automobiles, coaster wag- 
ons and scooters, is proving a 5 
wonderful impetus to children’s 
vehicle sales all over the country. 





Your Jobber Can Sup- 


ly You. Insist Upon 
ondl Pompany P The American Line 
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“My Dealer Was a Great Help” 


(Continued from page 59) 


been painted ivory in the first place. I found two coats 
ample on these. Then the shingles got three coats and 
the clapboards below, two coats, the first consisting of 
two-thirds paint and one-third oil and the second of 
pure paint. 

The window sashes were picked out in green—a special 
non-fadeable green. Two coats of pure paint were suf- 
ficient for these. On the clapboards I used a three and 
a half inch brush of good quality and long bristles. I 
found out it pays to use good brushes. It is more eco- 
nomical in the long run. I wore out one cheap brush 
before I realized the economy in time as well as in the 
lasting quality of a good brush. 

_ All the painting on the second story of the house was 
done from an extension ladder, which I borrowed from 
a neighbor. Another neighbor offered me the use of 
some scaffolding but I didn’t accept, principally because 
I painted the house in my spare time, an hour or two in 
the evening, Saturday afternoons and sometimes on 
Sundays. Picking up the work and leaving it in this 
manner would mean too much time lost in erecting and 
taking down scaffolding, unless I wanted to leave it up 
all the time. 

The painting was begun late in April, and due to a 
long run of rainy Saturdays was not finished until early 
July. I fell off the ladder once, when trying to lean far 
out to paint the corner of the rain gutter on the roof, 
but fortunately I landed on the veranda roof without 
any injury. I also dropped a can containing about half 
a gallon of paint while transferring it to a lower rung 
on the ladder, but since my wife was almost directly 
below, giving certain unnecessary directions, it is ques- 
tionable if this was an accident. Otherwise everything 
went smoothly except the time the children put their 


hands on the freshly painted doors. Such things are to 
be expected. 

The total expense for paint and oil came to $69. 
About $10 more covered the cost of brushes, including 
the wire brush, and a stiff fiber automobile fender brush, 
which I found very good for removing dust and dirt 
from the downspouting and around the windows, before 
painting. Most of the brushes are still usable, so I figure 
the total cost of the painting job at around $75. The 
work wasn’t hard; in fact, it was good exercise for me, 
and I can still laugh at that painter. 

My local hardware dealer was my chief source of in- 
formation on this painting job. Information which I 
didn’t and couldn’t get from the paint company’s big 
store in New York he furnished me from his practical 
experience and knowledge of painting. 

I’ve suggested that he get up a little booklet on the 
subject of house painting for home owners and he is 
seriously considering it, for he is the chief source of 
painting information in our community. 

He handles a high grade paint and a second grade, he 
tells me, although his sales are running stronger on the 
high grade product, because he advises his customers to 
use it and his customers know his advice in other direc- 
tions is always good. 

He knows brushes, too, and if he is given a description 
of the job, he can and does suggest the proper brush. 

While I was painting the house, he dropped around a 
couple of times and gave me a few practical points, show- 
ing me just how to hold the brush in order to put the 
least strain on my wrist, how to take long, sweeping 
strokes on the clapboards to avoid lapping marks, and 
just how far to dip my brush into the can to get a proper 
“brushfull.” 

He was a real help. 











There Are Some Ridiculous Requests 


Speck-O-Dirt, the monthly leaflet of the 
Birtman Electric Company, Chicago, car- 
ries a couple of columns of interesting and 
amusing experiences from various sections 
of the country. We pass some of them 
along: 





A prominent real estate dealer came into 
the store in February and bought two 
rooms of cheap wall paper amounting to 
about $1.08 per room. It was for a house 
then vacant. The next day he called at 
the store and wanted to know if we didn’t 
have a stove to set up in empty houses 
while paper was being hung. On being 
informed we didn’t, he said he would think 
after he had bought two rooms of paper, 
that we would furnish some way to keep 
it from freezing while the paper hanger 
put it on. Ep. Krrp, 

Winterset, Iowa. 





A customer priced a certain article of 
hardware in our store and when told the 
price he said, “Why, I can’t pay you 
any such a price as that because your com- 
petitor down the street priced it to me at 
about half that much.” 

The manager said, “Well now that is 





cheaper than I can buy it and if I were 
you I should go and buy it from him.” 
The customer answered, “Yes, but he 
hasn’t got it.” 
Mrs. Paut WALTERS, 
Lamar, Mo. 





Threshing time brings a dinner crowd 
to the cook. One of our customers was 
short a couple of pie gins and wanted to 
borrow two tin plates to bake pies in once 
and would return them for stock after use, 
saving her 20 cents. C. H. Hotcoms, 

Carthage, S. D. 

A lady had been owing me $16 for a 
long time and her credit was no good. 
She came into the store one morning to 
look at a bedroom suite. She finally de- 
cided on one and said she would take it 
and also pay the old bill. As I was wait- 
ing for her to produce the money, she 
spoke up and said, “Just make out a note, 
and I will sign it.” 

Respectfully, 
C. P. Discuter, 
Heron Lake, Minn. 





I work in a furniture store. The other 





day a handsome young papa came into the 
store and asked to see our line of baby 
carriafes. Cheerfully I paraded one after 
another before him until he had seen our 
stock of some 60 perams, sulkies and cabs. 

“Exactly what color is that one?” he 
would ask. 

“Buff,” I replied in my best salesmanship 
manner. 

“What’s that shade?” 

“Caramel.” 

“Now, just what color is this?” 

“Etruscan ivory.” 

And so on, until we went over all the 
colors two or three times. 

Finally: “What’s that one again?” 

“Beige.” 

“Well, that suits me.” 

“Where is it to be sent, please?” (My 
order book in hand.) 

“Oh, I don’t want to buy any. We got 
one second hand and my wife wanted to 
be sure to get exactly the right shade of 
paint for it so I came in to get the latest 
color.” 

To say the least, I was speechless until 
after he left. KATHLEEN JENNINGS, 

Rock Falls, [il. 
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These are the 
REASONS 


why you should recommend 


BRONZE SCREEN CLOTH 


Corrosion Resistance and Strength: 


Bronze is strengthened copper. Like copper, it cannot rust and because of its greater 
strength, screen cloth made of bronze wire will not bulge or sag. This greater 
strength also minimizes the likelihood of accidental breakage. 


Appearance: 
Screens made of bronze wire are attractive. They do not obstruct the vision and 
are always taut and trim. Anaconda Bronze Wire is supplied in two finishes, 
Golden and Antique, to manufacturers of screen cloth. 


Durability and Economy: 
Bronze screens cannot rust. Accelerated corrosion tests show that bronze screens 
will last at least five times longer than iron under the same conditions. Because 
of their durability, Bronze Screens are more economical than any other material 
you can offer your customers. 


Advertised: 


Bronze Screens will be advertised by The American Brass Company in every 
issue of the Saturday Evening Post during the peak of the screen buying season. 
Consequently, the readers of this magazine, many of whom are your customers, are 
becoming more familiar with the advantages of strong screens that cannot rust. 
Bronze screen cloth can be sold this year with less effort. 


Profit: 
“He profits most who serves best” applies to the sale of bronze screen cloth. The 
user will welcome the longer life and economical service that bronze gives and 
the merchant will secure the satisfactory profit that goes with the sale of a high 
quality product. 
Write for our attractive new Dealer Helps. 


THE AMERICAN BRASS COMPANY 


GENERAL OFFICES: WATERBURY, CONNECTICUT 
Offices and Agencies in Principal Cities 
Canadian Mill:. ANACONDA AMERICAN BRASS LTD., New Toronto, Ont. 


BRONZE SCREENS 


MADE OF ANACONDA BRONZE WIRE 























96 HARDWARE AGE for MARCH 22, 1928 





Chain Stores and the Hardware Industry 


(Continued from page 69) ‘ 


Our survey indicates that retailers are adopting va- 
rious means for meeting the competition of chain stores. 
One group is discontinuing those lines carried by the 
chains and operating on a higher plane. They feature 
quality and service and strive to operate their business 
in a manner that elevates them above the cut-price com- 
petition of the chains. 

A second group is adopting every chain store method 
that is applicable to the individual store and which they 
believe will enable them to operate their business more 
efficiently and economically. They are providing better 
display facilities, better advertising, and endeavoring to 
sell more intelligently. Some in this group are also 
combining the quality and service idea in their plans and 
trying to offer better selection of merchandise. 

The third group are simply endeavoring to meet the 
chain store on a cut-price basis. Those who have not 
completely embraced the cut-price policy are utilizing 
cut-price leaders on which losses are sustained and de- 
pend on the larger profit items to carry them through. 

The rapid expansion of the chains and their strong 
competition influence has caused many to think seriously 
of the future of the individual merchant. Before at- 
tempting to reach any conclusions I should like to dis- 
cuss the really important place he still occupies. Little 
has been said in his defense, and because he has no 
champion he has been unjustly abused. 

To enjoy the fullest measure of success and prosperity 
a manufacturer must operate his factory continuously 
in order to produce efficiently and economically. Con- 
tinuous operation is possible only when the product has 
a broad market and reasonably steady demand. The 
product must move smoothly through the channels of 
distribution from producer to consumer, and this is pos- 
sible only through wide general distribution in all sec- 
tions of the country. 

To obtain such distribution is a real problem. Data 
compiled some time ago by W. D. Whiteside, Presi- 
dent of the National Credit Office of New York, clearly 
illustrates what an enormous task it really is. While his 
statistical analysis is confined to the distribution of cotton 
goods, the situation they portray is paralleled in the 
hardware trade, and I am therefore using them. 

According to his compilations there are 209,428 re- 
tailers handling cotton goods in the United States. They 
are scattered over 3,000,000 square miles and serve 99,- 
640 groups of consumers, or approximately 113,000,000 
people. These retailers are supplied with merchandise by 
1128 wholesalers situated in 353 distributing centers. 
The manufacturer must therefore choose between dis- 
tributing his product through 1128 wholesalers whose 
average annual purchases are $500,000 and who are 
easily reached by salesmen, or through more than 200,- 
000 individual retailers scattered in inaccessible towns, 
villages and crossroads throughout the entire United 
States and whose annual purchases average only $2,750. 

The value of the service rendered by the wholesaler 
in reaching these small accounts is emphasized by Mr. 
Whiteside as follows: 

“Should the wholesalers not exist, the process of dis 
tributing cotton piece goods would become vastly more 
complicated than at present and the commission houses, 
sales agents and mills would ultimately be compelled to 


reach and sell 209,000 retail units instead of 1128 whole- 
salers, or 200 times as many ; cover 99,640 villages, towns 
and cities in which the retailers and general stores are 
situated, in place of only 353 important trading centers 
now called upon, or 282 to one now traveled; take the 
risk and assume the credit losses incurred on sales of 
more than $500,000,000 to tens of thousands of small 
concerns, supplanting the credits now made to 1128 
substantial wholesalers; handle the collections and carry 
the accounts when local conditions are unfavorable or 
when the individual retailer needs assistance ; adjust the 
claims on thousands of minor disputes annually; ware- 
house and repack the split lots necessary with the ma- 
jority of shipments and finance the selling, the ware- 
housing, the repacking and assorting, the bookkeeping, 
the credits and collections and the overhead, with a multi- 
tude of other details not enumerated. 

“The elimination of the wholesaler would require the 
first-hand distributors to add to their present working 
capital at least $150,000,000, which is somewhat less than 
50 per cent of the investment now employed by these 
wholesalers, excluding the six national wholesale dis- 
tributors. 

“Wholesalers are industrial shock absorbers—they act 
as the means of softening the jolt to the producer when 
consumer purchases from the retailers suddenly slacken, 
and reversely prevent abnormal shortages of goods when 
the public without warning starts to buy freely after a 
protracted period of extreme dullness.” 

There are certain limitations to the chain store system 
which should be recognized and we are optimistic enough 
to believe that the growth of chain store volume in the 
future will be much slower than it has been during the 
past ten years. 

In the first place, the chain store, except in the grocery 
field, has confined itself to the larger cities and towns, 
leaving the neighborhood trade to the independent re- 
tailer. 

Second, the development of chain stores has reached a 
point where they are now actively competing with one 
another. i 

Third, the great success of the chain store has been in 
the field of low-priced merchandise—a dollar and under 
—and in the sale of articles of daily consumption such 
as groceries, tobacco, drugs, etc. 

To date attempts to form chains for the purpose of 
selling high price quality merchandise has not been suc- 
cessful, and it is my belief that at the present time it 
would not be possible to successfully sell high quality 
clothing, men’s furnishings, hardware, jewelry, furniture 
or other similar classes of goods through a chain store. 

Some of the reasons for this are: 

First—That the chain store has been developed on a 
display, cash-and-carry low-price principle, and has made 
PRICE its chief appeal. In buying higher price mer- 
chandise the consumer’s first interest is not price but 
quality and service. 

Second—Selling quantity merchandise and articles pur- 
chased at infrequent intervals requires a much higher 
type of salesmanship than is necessary in connection with 
the sale of a pack of cigarettes or a can of tomatoes, 


(Continued on page 102) 

















HARDWARE AGE for MARCH 22, 1928 97 














Its buyin time in the. 


Billion Dollar Poultry 





“Its selling time for you 


ODAY---in your trade territory---scores of Now is the time to go after this profitable U. S. 
potential purchasers of U.S. Poultry Fence Poultry Fence trade. 


are figuring their needs.” 


They know what they want, these poul- 
try raisers. They recognize in U. S. 
Poultry Fence the only netting which 
fulfills every requirement of modern 
poultry husbandry. They know it 
stretches straight and true from post 
to post under even, uniform tension. 


They know it requires neither top rail 
nor baseboard and, stretches as readily 
to steel posts as it does to wood. They 
appreciate its greater economy. They 
demand it---nothing else will do. 





Timely advertising, attractive window displays 


and aggressive merchandising will 
bring new customers to your store, 
open new accounts and build up the 
profit side of the ledger. 


If you are one of the remaining few 
not already’ “cashing in” on the con- 
stantly increasing demand for U. S. 
Poultry Fence, start now! Be sure 
to specify U. S. Poultry Fence--not just 
“poultry netting.” Ht costs no more. 


SAMPLE ROLL FREE. The surest way 





U.S. 





Poultry to convince yourself of the superiority of 
Fenes U. S. Poultry Fence is by actual compari- 
son. Send today for miniature sample roll 
(PATENTED) yd descriptive catalog. 


Indiana Steel & Wire Company 
Dept. H. A. Muncie, : Indiana 


1S Posi 


“The Netting Shai Stands 


And, while it is buying time for the 
poultry-man, it also is selling time for 
the dealer. 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: “Some of them 
have been copied, the rest will be.” 
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A Broad Mind Doesn’t Always Go with a Flat Head 

_“The rust biff is dendy, eef you plizz, 

sir.” 
“But I said,” almost thundered the im- 


“Have you given him anything or done | miles away, answered: “No, sir, I sleep 
anything to relieve him?’’ asked the young | with mother.” 
doctor who had fared far into the back- 




















woods to see a patient in the dead of a 
stormy night. 
“Well, no, doc—that is to say, nothin’ to 
speak of,” said the wife of the patient. 4 4 
“I had him soak his feet in almost b'ilin’ |. 1t'S Me fact, though,” retorted the pa- 
water with a lot of mustard in it, an’ I | ent. I was crossing to the other side 
clapped a red-hot plaster on his back, an’ | of the street to avoid one of my creditors 
another one on his chist, an’ I’ve put a | and saw another creditor on the other side. 
couple of blisters I had in the house un- | W hile I was trying to escape, a car hit | 
der his arms, an’ a bag o’ cracked ice on | me. 
the back of his neck, an’ had him drink | 
a pint o’ ginger tea with a dash o’ rum 
in it jes’ as hot as he could swaller it, an’ 
I follered that with some yarb bittcrs one 
of the neighbors sent over, an’ I had him 
take five or six pills out of a box I got 
one day from a man that come along with | 
medicine to sell, an’ he’s had three or four | 
spoons 0’ Quakem’s pain-killer an’ one o’ “ : j 
these sidelitz powders, but I didn't feel like | , ~ apes is a conversation between 
as if I ort to give him much o’ anything, | "USPan¢ ane wire. | 
| 
| 
| 


or try to do much for him, until you come Feo oa — Prsschea “oe 
an’ see what you think ailed him.” Se a 


“You say financial troubles brought you 
here?” asked the hospital visitor. “Why, 
that’s hardly possible!” 


First Colored Lady—“Yo’ husban’s in 
de hospital? Ah thought he was jus’ only 
off on a jag.” 

Second Similar (with pride)—“He was, 
but Ah interrupted him.” 


“Pop, what’s a monologue?” 


are speaking.” 


| 





The president of a small bank had re- 
ceived his appointment more on account 
of his wealth than his ability, and when 
dictating was not at all sure of his ground. 
Turning to his stenographer one day, he 
said: “Let’s see, do you retire a loan?” 
The dreamy stenographer, with thoughts | 


East Side restaurant. An irritable man | 
hastened in and instructed the waiter to | 
| fetch him a steak. 

“The rust biff is vary good,” remarked 
the affable waiter. 

“I want a steak,” retorted the patron. | 


| It is supposed to have happened in an 
| 


SKIPPY—They Can Be Shifted. 


patient fellow, “I want a steak!” 

“I was h’unly trying to sahjest, sir, det 
de rust biff was h’axcellent,” persisted the 
waiter. 

The man finally summoned the proprie- 
tor, also a dialectician. “See here,” cried 
the customer, “I’ve been askin’ this guy 
to bring me a steak and he keeps telling 
me that the roast beef is good!” 

“Sa-ay,” drawled the proprietor, “do you 


| t’ink de rust biff is bad?” 





Floorwalker (to impatient customer, 
leaving)—“Can’t you get waited on, 
madame ?” 


Madame—‘“No, I’m afraid I came at an 
unfortunate time; your salesladies are in 
conference.” 





“Are you a college graduate?” 
“No, I slept in this suit last night.” 





Mr. Henpeck—Is my wife going out, 
Rose?” 

Maid—“Yes, sir.” 

Ms Henpeck—“Do you know if I’m go- 


ing with her?” 





“Did yer ’usband get the job ’e went 


after?” 
“Naw, ’e went an’ yawned jus’ as they 


wuz goin’ ter give it to ’im.” 


By Percy Crosby. 















t 
THE HEADS 1s 
THE WRONG 
END. 
















d WAERE MA To THE HAROWARE 
Gon’? STORE - 




















Cnpy tight, 2088, Perey 1. Crontey, Contre Prom Asim, Bae. 
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Concealed Liabilities 


(Continued from page 49) 


Finally the story reached the point of the expedition to 
“pull” the fountain. 

“Q. Did you go with the others?—A. Yes.” 

“Q. Why did you go?” Now, he did not answer to 
say that he again went to press for a collection; he did 
not say that he went to see if he could not get those 
notes signed; no! Such an obvious reason for his going 
would not be dramatic! He gazed upward to the high 
ceiling of the court room and replied that he just went 
as a “spectator.” Of course, the judge and the jury 
and even the wholesale druggist had to laugh. 
the judge took part in asking questions. 
ested in this “spectator” statement. Wasn't there any 
other reason that this salesman went along with the 
other desperadoes? Yes; there was one other reason: 
“Well, you see,” he answered, “they needed a ‘guide’ to 
take them to this drug store in Brooklyn.” Again there 
was loud laughter on the part of the jury. “So,” said 
the judge, “you were not especially interested in getting 
a cash payment nor in obtaining the notes, but you went 
along just as a ‘spectator’ and ‘guide.’” “Yes; that was 
it.’ And the witness was excused and the lawyer for 
the defense sat and played a tatoo with his yellow pencil 
on the table. 

Of course, everybody saw that this salesman was try- 
ing his best not only to be a good witness for his side 
of the case but to be an extraordinarily good witness. To 
his range of intellectual vision the ordinary truth is not 
quite good enough for a great occasion. This was a 
great occasion and therefore, as Napoleon’ Bonaparte 
once remarked, “In unusual situations unusual remedies 
are required!” Instead of being a simple salesman and 
collector he evolved into the manager of the department, 
a spectator and a guide.- At the conclusion of his testi- 
mony the judge called the two lawyers before his desk. 
The lawyer for the pharmacist shook his head frequently 
and the lawyer for the defense also shook his head quite 
frequently. 

The former wholesale druggist sat among the spec- 
tators and wondered what the argument was about, and 
finally the judge sent for him; and when he appeared 
before the bench the judge remarked: “Now, of course, 
all this talk about the assault and battery was simply 
camouflage to help the case. I do not believe it and | 
don’t think a single member of the jury would believe 
it. If he had been assaulted, in all that crowd there 
would have been a witness. But, on the other hand, I 





do believe that he paid $122 in cash, and there has been | 


no evidence that $100 worth of ice cream, fruit syrups 
and some silverware did not disappear in the fracas.” 
“Now,” said the judge, “as it is our policy to try to com- 
promise and settle these cases before presenting them to 
the jury, I suggest that a fair settlement would be $300 
in coin of the realm to be paid to the pharmacist, with 
the understanding that the pharmacist pay his own 
lawyers’ fees and also pay the court costs. Now,” said 
the judge to the wholesale druggist, “are you willing 
to settle on this basis?” The wholesale druggist laughed 
and remarked, possibly without tact, “that he would be 
delighted” to settle on that basis, and so the settlement 
was made. 

Afterwards the wholesale druggist had a chat with 
the judge in his private rooms. The judge remarked: 
“That salesman of yours—the general manager, the 
spectator, and the guide—was certainly a peach of a 
witness!” And they both agreed that he should be given 


Again | 
He was inter- | 
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Bi 


Big in the sales total of every retail 
dealer where they have been dis- 
played— 


Big in profit percentage—and 


Big in possibilities to the retailer 
who has yet to discover the enor- 
mous demand for a better quality, 
dependable bottle cap. 

In thousands and hundreds of thousands of 


homes, caps are in demand for use in sealing 
home beverages. 


C. C. S. Bottle Caps are made by the company 
that originated them. 

Every cap uniform and perfect—means repeat 
business. 


Every cap clean and sanitary—means perfect 
satisfaction to your customers. 


Packaged in attractive cartons for convenient 
retailing, they are also available in bulk pack- 
ages containing 50—100—200 gross each. The 
small package for the trial buyer. The one 
gross carton for the large user. 


Add C. C. S. and Home Use Bottle 
Caps to your stock of fast moving 
staples. They sell and return you 
an unusually attractive profit. 


———— Cork & Seal Co. 


Original Manufacturers 


Baltimore, Maryland 


Crown Cork & Seal Co., 
Baltimore, Md. 


Cat tn hee send samples and nine = 
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‘iy 
Y ERSCHEL’ 


on a Lawn Mower 






A\ 





means the same as 
“Herschel” on Repair Parts 


AUTOMATIC 
SELF ADJUSTING 




























[ FOUR SQUARE CONSTRUCTION FRAME CAN'T TWIST | 








Quality—highest grade construction 
—long lived service—right prices. 





Over 50 styles and sizes from which 
to choose. This wide range helps you 
meet all the demands of your particu- 
lar trade. Many points of superiority 
make “HERSCHEL” Mowers 


Easiest to Sell 
Easiest to Use 


Whether you consider such a vital 
matter as ballbearings or such an at- 
tractive detail as artistic striping, you 


will find the “HERSCHEL” line 


“measures up.” 
















Time NOW to place your orders—be 
prepared for the earliest call. If you 
haven’t your copy of Herschel Cata- 
logue No. 79, illustrating and describ- 
ing “HERSCHEL” Lawn Mowers, 


drop us a card. 













R. Herschel Manufacturing Co. 
PEORIA ILLINOIS 


Branches: Minneapolis, Minn. 


















Omaha, Nebr. 






eneernnitity 


Mower and reaper sections and knives; guards, heads, 
rwets; outting parts for mowers and binders, corn 
harvester and hand cutter knives; single and double- 
trees; wagon boxes; spring seats; endgates; lawn 
mowers; oheck rower wire; clevises and 1000 other 
agricultural implement supplies. 













a gold medal, and that he was entitled to a gold medal. 
So the case was settled. The $300 was paid, and $900 
was the fee of the lawyers who conducted the defense. 
This “concealed liability” only cost $1,200, all told. 
Now the question that is before you is, if you were on 
that jury, with the facts as outlined above, what would 
have been your decision ? 

The moral to be drawn from this actual occurrence, 
taken from the pages of real life, is: If you have any 
sales agencies with manufacturers, be sure to have a 
clause in the contract that shows that you will be pro- 
tected against any and all of the actions of such manu- 
facturers, their agents and salesmen, or their: mission- 
aries who are helping your regular men spread the 
gospel. 

There have been several other concealed liabilities in 
this sort of a business; possibly it might be well to 
write about some of them. If any of the merchants 
reading this article think when they have sold out that 
they have sold out, they may be very much mistaken; 
possibly a reference to some of the other cases coming 
under the heading of “Concealed Liabilities” not only 
may be amusing and interesting but also valuable to our 
fellow business men. 


Everybody’s Business 
(Continued from page 52) 


As a result, the company during the following year sold 
nearly a million of these same rings. 

It means something to a manufacturer when a buyer 
comes to him and says, “I will agree to take twelve 
million yards of your certain material each year.” Or 
let us take the case of glassware. Imagine what it 
means to the factory owner to know that one concern 
can afford him an annual market for 500,000 barrels 
of glassware. Of course he can sell it cheap, for pro- 


‘duction costs always go down as output goes up—if 


management is efficient. In one year the ten-cent stores 
disposed of 80,000,000 handkerchiefs, and sold enough 
enamelware to load a freight train ten miles long. 

In all of this there is a big thought for every execu- 
tive. We should get it clear in our minds that the great-’ 
est examples of business success reach their goal by an 
unswerving adherence to definite principles. A fixed 
aim is absolutely essential in carrying out a progressive 
program of industrial development under existing con- 
ditions. Henry Ford attained preeminence among the 
world’s captains of industry by first establishing a policy 
and then refusing to budge from it. 

The present is an era of mass production—a time of 
big turnover. From the standpoint of safety and future 
growth, it is better to make a thousand dollars by selling 
a hundred articles with a ten-dollar profit than ten 
articles with a hundred-dollar profit. To those satisfied 
with carrying on a small business catering to a select 
clientele, this idea is not appealing. But to people desir- 
ous of rendering wide service no other plan is in the 
least acceptable. The more customers we have the less 
we feel the loss of any one. It is also true that when 
the price of a product is so high that its use is regarded 
as a luxury, the seller’s opportunity is limited to serving 
only a small minority. In such a case the consequences 
of a business depression, of keen competition, or of an 
unexpected scientific development may quickly bring 
disaster. 

Mr. Ford makes more money in a few weeks out of 
the car that bears his name than he does in a year out 
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of the luxurious Lincoln. Doubtless he takes pride in 
his high-priced motor, but reputation and wealth have 
come to him from his supreme achievement in supply- 
ing the multitude with a satisfactory inexpensive auto- 
mobile. 

The methods of leaders like Woolworth and Ford have 
blazed new trails for American business. Four chains 
of ten-cent stores have rolled up a combined volume 
during the past 15 years of nearly four billions of dol- 
lars in sales. Ford’s total has been even greater. 

Where could one find more convincing proof that it 
pays to stick to a principle? Mr. Ford sold fifteen 
million cars before he ran into a problem that threatened 
defeat. Did he reach for a solution by giving up the 
flivver idea? Not for a minute did he show any in- 
clination to abandon his established policy. He has 
emerged from a trying situation with prices unchanged 
and a product of such quality that he will not only hold 
his own market, but probably gain new territory. 

When Ford made $200 on each car his profits that year 
were $5,000,000. Eight years later when he made $21 
on a car his profit was $30,000,000. When the com- 
pany’s wages were low it had to hire 50,000 men a year 
to keep a working force of 13,000 on the job. Later, 
when wages were doubled Ford had to hire only 8000 
men a year to keep a force of 50,000 on the payroll. 
Cutting out the losses and waste resulting from a high 
labor turnover more than covered the cost of raising 
wages. 

Big production made possible huge expenditures of 
money to make more money, and permitted the substitu- 
tion of machines for human hands on every side. It also 
made possible an expenditure of $1,300,000 in a single 
week for newspaper publicity informing the world that 
the Ford policy had not changed an iota. 

Since we ourselves are a part of the great business 
spectacle of the present day, it is impossible for us to 
see what is going on unless we take a moment now and 
then to step aside and view the passing show. When 
we are being carried along in the mad procession it is 
only natural that we should lose our perspective. Hastily 
we pick up a paper and see an advertisement of our 
biggest telephone company, and it means nothing to us 
when we read that no one individual owns as much as 
1 per cent of the securities of this great concern. It 
does not occur to us that it was only a comparatively few 
years ago that many would have considered it rank heresy 
to even mention the idea of having the ownership of a 
big corporation vested in the hands of the public. 

We talk of the evils of competition and the growing 
complexity of business, and yet when we are told that 
new inventions pour out of the patent office at the rate 
of 50,000 a year, one every ten minutes, we are too busy 
to realize that here we have a perfect example of cause 
and effect. We see no relationship between our own 
business and the fact that 50 patents in the United States 
now yield more than a million a year; 300 are produc- 
ing to the tune of half a million, and 20,000 afford in- 
comes exceeding $100,000 annually. Eighty-five per 
cent of the industrial wealth of America today is based 
directly or indirectly upon patent rights. 

What I am trying to make clear is that we suffer from 
a lack of original thought pursued to a logical end. We 
cannot all have the singleness of purpose and the un- 
daunted will of a Woolworth or a Ford. But we can at 
least fix in our minds the prime truth that success in 
business today can only be won by those having a definite 
aim, an established policy, and fixed principles that are 








Sells on Sight — 
Get Your Share 


of this 
Business 





$34.50 


There are so many quick-sale features to the 
Electric Sprayit that it sells on sight. Any 
one can use it. It is portable, operates from 
an electric light socket, and sprays any kind 
of liquid economically and thoroughly. 
Useful for spray painting woodwork, radia- 
tors, automobiles, walls, fences, etc., and for 
spraying disinfectants, insecticides or any 
other liquid. This tool of all work will sell 
to every householder and worker who is 
interested in econémical application of any 
liquid in about one-quarter the time ex- 
pended by other methods. Get your share 
of this business. 


Return the coupon today. 


The ELECTRIC SPRAYIT CO., INC. 


223 Iron St., Detroit, Mich. 
Se eee Ge Se ee eee eee eee sees eee eee eee, 


THE ELECTRIC SPRAYIT CO., INC. 
223 Iron St., Detroit. 








Gentlemen : 
(J Send me one Electric Sprayit at your regular dealer discount. 
0 Send me list and dealer proposition. 


Name 


| 


Address 
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Jes! right now 


in showin 


Rose Door Checks 




















SILENT 
CLOSING 
ae 






Time to Get Out 
ROSE Demonstrator! 


As screens go up your screen door . 
check sales mount. Keep the Rose Novel Demonstrator 


demonstrator on the counter—it . 
sure gets the sales. Shows how Included FREE with 
quick, soft and easy the ROSE Doz. ROSE Checks 


closes screen doors. All slam-bang ' 

GONE. A boon to housewives. Rosi cok sme mequered 

Closes screens quietly. Keeps them ng miniature stained wood 

closed. A big seller at $2. A good door, with base. A clever 

profit. Ask your jobber. ee pow ns die = a 
iozen 0} r. checks car- 

FRANK ROSE MFG. CO. toned. 1 mounted.) 
Hastings, Neb. ORDER FROM JOBBERS 














Big Profits in Bulk Seed 


Increase your 
Bulk Garden 
Seed sales by 
using Condon’s 
Glass Display 
Jars, Rack, 
and Measuring 
Glass as shown 
in picture. 













A real seed store at very small cost. 


Equip your seed department with a real 
selling outfit. You will be surprised at the 
increased sales you will get. 

Condon’s Display Jars, size 3%x8%x10, 
at $3.00 per doz. 

Condon’s Display Rack, holding 24 bottles, 
at $3.50 each. 

Condon’s Bulk Seed Measuring Glass, as 
shown in the picture, furnished free to our 
customers handling Condon’s Bulk Seed, on 
all orders of $25.00 or more. Chart showing 
graduations sent with each measure. 


NOW READY! Our 1928 Merchants’ Whole- 
sale Catalog. Write for your free copy. 
CONDON BROS. SEEDSMEN 
Rock River Valley Seed Farm 
ROCKFORD 638 Cedar Street ILLINOIS 
































never yielded unless it is absolutely plain that they 
cannot be executed. 

What many believe to be the most successful store 
in America was established on a policy of cash sales 
only. Great leaders in the department-store field pre- 
dicted failure for Macy’s because they refused to take on 
charge accounts. But a great purpose is cumulative. 
It gathers up all the scattered rays of ability and focuses 
them on one point. 

Sticking to a principle does not mean that we must 
hold fast to precedent. Pursuing a definite aim does 
not imply that we must continue to bow to tradition. 
Having a sound policy of business procedure does not 
necessitate our being asleep to the importance of change. 

Nine people out of ten will insist that they have a 
goal, and that they carry on each day in strict conformity 
to carefully established principles. But is this actually 
true? Let each one answer for himself. Running a 
business without an inviolable policy is like trying to 
cross the ocean on a ship that has no compass. 


Chain Stores and the Hardware 
Industry 


(Continued from page 96) 


where the consumer comes in and asks for what he 
wants and gets it. 

Third—In the efficient management of chain stores, 
absolute stock control is necessary and it is customary 
for a corps of inventory takers to appear at a chain store 
at any time and take full account of the stock without 
any assistance from the clerks, and the articles in the 
store must be of a character which will lend themselves 
to such inventories. 

In conclusion, there are a number of questions which 
should be given serious consideration, and among these 
are the following: 

First—Should the individual hardware retailer attempt 
to compete with the chain store on a price basis? 

Second—lIs it good merchandising to continue to en- 
deavor to sell lines on which a nearby competitor can 
undersell or is it better just to concentrate efforts upon 
high-grade quality merchandise ? 

Third—W ould it be advisable for the hardware retailer 
to maintain a cash-and-carry counter, featuring chain- 
store goods and sell them on the same basis as the chain 
store? 

Fourth—What policies should the wholesaler and man- 
ufacturer adopt to more effectively assist retail merchants 
without adding unnecessary service or unduly increasing 
overhead ? 

Fifth—How can the wholesaler’s salesmen assist the 
retail merchant and supply him with constructive mer- 
chandising suggestions ? 

Sixth—Should the wholesaler carry larger stocks of 
inexpensive lines which can be utilized by the retailer to 
more successfully compete with the chains on low 
priced items ? 

Seventh—Is there not a just complaint against those 
manufacturers who sell branded goods through regular 
channels and offer identically similar goods to the chains 
under the same or a different brand or entirely without 
a brand and at lower prices? 

Eighth—Is the hardware store too highly specialized ? 
Would the housewife buy Sapolio, Dutch Cleanser and 
laundry soap from the near-by hardware store when 
purchasing tubs, washboards and other such items? 
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How the Industry Is Helping You | 


to Sell Paint 


(Continued from page 63) 


reduces the interest earned by money invested in 
property. 

The neglect tax is more than double the fire loss, 
about which so much is written. This matter of depre- 
ciation is not given the dramatic attention which is 
accorded the fire loss because its slow accumulation leads 
people to overlook it. 

On a general summarization, what are you, Mr. Mer- 
chant, when you inventory yourself, doing to promote 
and increase your sales of paints and varnishes. With- 
out your cooperation all of the advertising, periodical 
and newspaper, loses a great percentage of its value 
when you do not tie up with it, as all display matter 
which is sent out very liberally by manufacturers have 
an exceptional sales appeal. 

Window trims, streamers, which are very snappy and 
attractive; reproductions of the full-page advertise- 
ment, which may appear within the week or two weeks 
in the Saturday Evening Post, with stickers attached 
for window display; counter racks, attractively got up. 
Labels today are given a great deal of thought by the 
manufacturer for attractiveness, coordinating with the 
psychology of sight selling, which as we know, is a 
modern method of merchandising merchandise. 

Therefore, if all of this expensive display matter is 
not properly used, if your stock is not properly and 
prominently arranged, you, Mr. Merchant, are losing 
one best bet i in the promotion of your paint and varnish 
sales. 

Take the big bugaboo which you are giving a lot of 
serious thought at the present time, that of the chain 
store. Take a walk around and look at their windows. 
See what they are doing to tie themselves up with 
nationally advertised products. It is all up to you. 





Window Display of Drain Pipe Cleaner 


The window display pictured above arranged with 
Chamberlain-Haber Chemical Company’s products sug- 
gests a good way to present these items of the hardware 
man’s stock. It is well balanced and the colorful crepe 
paper adds to the attractiveness. 








A wide range of use is 
found for this popular 
GRIFFIN Fleur de Lis 


Hinge that combines 





‘beauty of design with 
precision in every 


manufacturing detail. 








ERIE PENNSYLVANIA 
ranch Offices__, 


New egy 45 WwW 





San Prenton ateorymer market st. 
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LI BERTY mosquito ca tah 4 
AllMetal Fly Screen sscoug facty, mes 


— All- 
fic 1 , Metal Fly Screens. 
Attractive, durable, 

adjustable to any 
size window. Sell- 
ing better than ever. 
Retail at: Galv. Wire, 
85c to $1.50; Bronze 
Wire, $1.25 ‘to $2.00. 


















Buy From 
Your Jobber 




















1140 B’way, 
New York, 
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The Tiffany & Storm 
Self Cleaning Hoe 


An entirely new type of Garden Hoe, easy to use and 
easy to sell. 

A mechanical perfection in a Self Cleaning Hoe, which 
automatically cleans itself while in use, due to the open- 
ing as shown in the above cut. The Hoe is constructed 
of high carbon steel, and will scour where no other hoe 


will. 
If your Jobber can’t supply you, write us direct. 
Manufactured only by 


TIFFANY & STORM spciiilies Iowa 














DOMES of SILENCE 


They sell like sixty when dis- 
played in this handsome steel FRONT 
cabinet free to dealers. Every 
home needs them. So we say: 


Put This Handsome Free Customer 
Display Cabinet to Work 
for You. 


Then watch your sales climb. 
We also make all grades of 
Sliding Casters, Pin Slides, 
Felt Slides, etc. 


DOMES OF SILENCE 
21 Pearl St. New York City 














, BRUSH-NU COMPANY 


BALTIMORE MARYLAND 











Queer Things About Happiness 


OMETHING queer about happiness. Those who 
seek it most earnestly find it not, while to those who 
seek it not it comes unsought. 

He who is always seeking for happiness wears him- 
self out in the search and makes happiness impossible. 

He who seeks happiness for himself is seeking self- 
ishly, and selfishness is unhappiness. 

Queer about this thing happiness. The more of it 
you give to others the more you have. 

And the more happiness you take from others the less 
you have. 

More than this, if you give happiness to others you 
have more yourself, and if you take from others you have 
less yourself. 

Queer about this thing happiness. Some people seem 
not to want it. They nurse their sorrows and cultivate 
them and make them ten times larger than they were, 
and if happiness peeps in at the windows they close the 
shutters and pull down the blinds. 

And some people seem ashamed of happiness. They 
never mention in a whisper the happy things that come 
into their lives, but they proclaim their sorrows and their 
troubles from the housetop with a megaphone. 

Some do not seem even to like to think about it, for 
they will not waste a moment thinking about the happi- 
ness that came to them yesterday, but will ransack their 
mental autobiography and read over and over in their 
minds the record of some trouble they had years ago. 

Queer about this thing happiness. While it is 
the greatest thing in the world and worth more than all 
else, the least things and the least costly will produce it. 

A pleasant smile given to a little child who is vexed 
with some youthful trouble will often fill his little soul 
with happiness, and the trouble will be for the time, at 
least, forgotten. 

A greeting to a friend given with cheery voice and 
manner costs nothing at all, but will often add to that 
friend’s happiness. 

A simple expression of sympathy for one in trouble, a 
kindly pressure of the hand, will often cause the sunlight 
of happiness to break through the clouds of despondency. 

A word of encouragement and hope to one who is 
struggling against disappointment and adversity will 
often pour in a whole flood of happiness. 

A little expression of pfaise and appreciation to one 
who is trying to do right and be of some use in the world 
will often fill his heart with happiness of the kind which 
will make him, though discouraged, take heart again. 

Queer about this thing happiness, for while we all 
count it the greatest thing in life, and while it can be 
given so easily, we so often try, or seem to try, to take 
it away from those we love the best. 

We say unkind things to them, which do no good, add 
nothing to our own happiness, and take happiness away 
from them. 

We hunt for things to criticize, instead of for things 
we might commend, and thus give pain instead of hap- 
piness. 

We pass unheeded the things they do for us, and: re- 
mind them with wearisome iteration of every little thing 
we have done for them. 

We laugh at their little failures, and taunt them with 
their mistakes, and so put briars and nettles in their 
lives where might be roses. 

The best epitaph that any man can have is, “This man 
was happy because he was always making others happy.” 
—Exchange. 
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Simple, Strong, Durable 


manent The Leading 

mote DOLLAR OO 
Counter Door Closer The Spring Is Enclosed 
Display 





Every Home Is a Prospect 


Screen Doors must be kept closed. The NOT-A-SLAM 
Screen Door Closer closes them quickly and quietly. Can be 
used on Screen Doors, Combination Doors and Light Wooden 
Doors. Operates on a door opening from either side. Simple 
to install and the greatest value of any door closer that retails 
at a DOLLAR. 


Sold only through Hardware Jobbers. Write. 
Detroit Door Check Co. Detroit, Mich. 














WD 
WHEN CUSTOMERS 


BUY 
ATLAS TACKS 
€ SMALL NAILS 


THEY REMEMBER 
WHERE THEY BOUGHT 
THEM~~---~ EVERY 
TIME. THEY USE THEM 


















Me. 


The Color in the Home Campaign 
Is Selling DECALCOMANIAS 


for unpainted furniture. 

We're offering a Special Assortment of 14 beauti- 
ful “Decal” Designs of our fastest sellers for 
$15.00. They retail for $30.00. You double your 
money. The striking Metal Display Sign shown 
measures 16 x 18 ins. Holds a pint can of “Lac.” 
Sign is FREE. Write for details. 


Lewis & Freeman 5. civ’ Ave. “Cleveland, Ohio 





ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 











Here are a few oa Eo 
, Best Sellers in the = Cas 
No. 10. R.&L. Ratchet Driver. ® Sizes. ¢éy7 ANTIK ER? TOOL Line No*- 130 and 131. Quick Return S. R. Driver. 


—— es | You Can Hold Your Trade. 


No 90. Plain Driver. 14 Sizes. with these in stock. 
Ratchet Drivers Nos. 10 and 15. 
Plain Drivers Nos. 90 and 95. 
Spiral Drivers, 30, 31, 130 and 131. 
HB ccog —_ Nos. 41 and bi aos 
an is, 1530, 1431 and 1435. 

No. 2150. Bit Extension. 4 Sizes. Breast Drills No. 1555 and 1545. 

Vises No. 990, 1992 and 1993. 

Bit Exten. 2150-18, 21 and 24”. 

Bit Braces No. 2100-10 and 12”. 


They're always in demand. 
Your jobber will supply. 


North Bros. Mfg. Co. 
No. 1530. Double Ratchet Drill. Philadelphia 





No. 41. Push Drill. 









No. 2100 
= 8-10-12-14-inch 
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Like a Good Soldier ™ . 


A good nail keeps its head erect, stands 
straight and drives straight. It knows its 
duty and does it. The difference between 
an American Steel & Wire Company’s 
nail and an ordinary nail is comparable 
to that between a West Point Cadet and 
an ordinary recruit. 

The primary value of a nailisin the quality 
of thesteel andin the perfectdrawing ofthe 
wire,thenin theshaping of the head and the 
cutting of the point. Note the clean, sharp 
point, the firm set head showing ample 
metal, the well-punched barbing and the ac- 
curate gauge on American super-quality nails. 
Test their superior strength under actual usage, 








Itisreal economy for your customersto bry super- 
quality nails as an insurance against ruining 
good material. Every keg is packed full weight 
. . » One Hundred Pounds, net, in each keg, 


American Steel & Wire Co. 


SALES OFFICES . 
CHICAGO - 208 La Salle Street SALT LAKE CITY Walker Bank Bidg. 
YORK 30 Chureb 














So. 

CLEVELAND - Rockefeller Building NEW Y' BE: Street 
DETROIT - - Foot of First Street DSTON - - - = = Statler Bidg. 
CINCINNATI - Union Trust Building PITTSBURGH - - - Frick Bidg. 
MINNEAPOLI . PAUL - - + PHILADELPHIA - Widener Building 

Merchants Nat’! Bank Bidg., 8t. Paul ATLANTA - - 101 Marietta Street 
ST. LOUIS - - -- 506 Olive Street WORCESTER - - 94 Grove Street 
KANSAS CITY — 417 Grand Avenue sy - 32 Bo. 


OKLAHOMA CT ++ 2. - 

- - - First Natl. Bank Bldg. WILKES-BARRE - Miners Bidg. 
BIRMINGHAM - Brown-Marx Bldg. *SAN FRANCISCO - - ss Bidg. 
MEMPHIS - - - - - = = *LOS ANGELES 2087 E. Slauson Ave. 
- Union and Planters Bank Bidg. *PORTI. - > 6th & Alder Sts. 
DALLAS - - - an Building *SEATTLE 4th Ave. So., & Conn. Sts. 
DENVER - First National Bank Bldg. *United States Steel Products Co. 











Profitable! 


| & N. dealer’s sales and profits increase con- 
@ sistently year after year, and F. & N. users 
| obtain greater and more lasting satisfaction with 
a lower upkeep cost. There are very definite rea- 
sons for these: The honest superiority of 
F. & N. design, construction and finish are the 
result of nearly fifty years of recognized leader- 
ship. But best of all is the exclusive F. & N. 
Self-adjusting Ball Bearing Device which assures 
constant adjustment in the ball bearings without 
annoyance or attention. This is a 
real talking point that means in- 
creased sales, pleased customers and 
real profits—surely the way to 
leadership for you. Ask your job- 
ber. 





The genuine F. & N. Self-Adjusting Device is 
enclosed in a dust-proof steel case. Therefore, 
beware of mowers of similar appearance with 
the patented controlling sleeve omitted. 





Now is the time to use your wind cards, cut-outs and other 
advertising helps. If you have not received yours, ask us. 










LAWN MOWER CO. 


RICHMOND, IND. U.S.A. 






































Trade Mark 


When customers ask for 
your recommendation on 
pipe cutters, simply point 
to the TRIMO Trade Mark. 
Forty years of successful per- 


formance have proved TRIMO 
a sign of quality pipe tools. 


The improved TRIMO Cutter 
has new bosses through which 
the cotter pinspass,giving added 
bearing surface and longer wear 
When A Man Wants 
A Pipe Cutter 
Sell Him A 


TRIMO 


TRIMONT MFG. CO., INC. 
Roxbury (Boston), Mass. 


For Forty Years The Leading 
Wrench Makers Of America 










































DIXON’S 


BELT DRESSING 


Leather, rubber, and fabric belts all 
grip better when treated with Dixon’s 
Belt Dressing—and this aid to longer 
belt life and better operation “goes 
on” without the slightest danger of 
“clogging” or harming the finest belt. 


Its handy stick form permits belt 
dressing without the stopping of ma- 
chinery. To use, simply tear off part 
of the paper around the stock, grip 
firmly in the hand and hold it on to 
the moving belt. No loss of time— 
no dirt—no slipping belts—and, in 
addition, Dixon’s “food for belts” will 
keep belts in perfect condition. 


If belts are exposed to steam, spat- 
tering water, chemicals, or heavy 
dust condition, recommend 


DIXON’S TRACTION BELT 
DRESSING 


A special paste dressing made espe- 
cially for this type of service. 


Dealers should stock these well known 
Dixon Belt Dressings. They are quick sell- 
ers and are well advertised. Write for fur- 
ther information as to prices and discounts 
to Dept. 40-0. 


JOSEPH DIXON CRUCIBLE COMPANY 


New Jersey 


OK 


Established 1827 


Jersey City 




















108 


HARDWARE AGE for MARCH 22, 1928 











Made to Satisfy the Most Critical Customers 


No matter how hard people are to suit, there is a 
certain character about 


RINGCO 
Bath Room Fixtures 


that wins them right over to their pleasing designs 
and outstanding quality. 

Home owners whose bath rooms are supplied with 
these fixtures often point to ten, twenty, thirty 
and forty years’ SERVICE. 

They regard the purchase of RINGCO Solid 
Brass, Heavily Nickeled Bath Room Fixtures as 
a PERMANENT INVESTMENT. 


Send for Latest Catalog and Trade-prices. 


AMERICAN RING COMPANY 


Waterbury Connecticut 


Branch Offices: 
Bostor—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 





No. 3611 


One of many patterns of 
our Chain Stay Soap 
Dishes. 

















Satisfaction Follows Every Sale of 
**Buffalo” Standard Galvanized Hardware Grade 


Satisfied customers are the best asset of any dealer. 
Keep yours that way by selling them “Buffalo”’ Stand- 
ard Galvanized Hardware Grade when they call for 
wire cloth. 


The yellow tag ' a 
with the Buffalo “Buffalo” Wire Cloth is woven on specially con- 
assures you of : ° 

Genuine “Buffalo” structed machinery which assures accurate mesh and 
Wire Cloth. uniform selvage. It is thoroughly galvanized to pre- 


vent corrosion and to give added strength. 


The high quality and low cost of “‘Buffalo’”’ Stand- 
ard Galvanized Hardware Grade Wire Cloth provides a 
combination that will swell your sales and increase 
your profits. 


Standard widths carried in stock for immediate 
shipment 24-30-36-42-48” 2x2 mesh also carried in 
stock in 54-60-66-72” widths. 


Galvanized wire 
cloth furnished 








BUFFALO WIRE WORKS CO., Ine. ges ye 
(Formerly Scheeler’s Sons), Est. 1869 that you need. 
518 Terrace BUFFALO, N. Y. 
Cloth Send for Folder 83-B 





BUFFALO WIRE WORKS CO. 
La) 


a2 Made Up to a Standard, alo 
Not Down to a Price 
SA BETTER WIRE CLOTH” 
15 
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The old-fashioned caster is 
out-of-date. Dealers every- 
where are now selling 
**Acmes’’—the ball bearing 
casters. Sales are quick, 
profits generous and your 
customers are more than 
satisfied with their purchase. 


Acme 


- Ball 


Bearing 
Casters 


When people ask for 
casters, show ‘em 
““Acmes”, Just roll an 
““Acme”’ on the palm of 
your hand or on the counter. 
Prove how easily, quietly and 
smoothly it rolls: how it protects 
the floor covering and the floor itself. Not 
a scratch, not a mark, not a blemish. The 
ball-bearing action is as efficient as it is 
necessary. 










Buiid up Caster Sales with “‘Acmes”’ 


Write us today for a sample, catalog and 
full particulars. Here's a money-maker 
you can't afford to overlook. 


THE SCHATZ MANUFACTURING 
COMPANY 


Poughkeepsie New York 


Agents: J.C. McCarty & Co., 253 Broadway, 
New York City 











Al Product 
You Can Be 
Proud toSell 


(- 


aan i 











—.- 


WHEN you hand over to a 
customer a package of 
American Screws you can be 
satisfied that you have sold 
quality merchandise—merchan- 
dise that is backed by nearly a 
century of careful and success- 
ful production. 


The slots of American Screws 
do not split; the gimlet points 
are sharp; their threads run 
true from tops to points. 






wooD MACHINE 


SCREWS SCREWS 
STOVE TIRE 
BOLTS BOLTS 


AMERICAN SCREW CO. 
PROVIDENCE .R..I.U.S.A. 


WESTERN DEPOT: 225 West Randolph St., Chicago, Ill. 


“Put It Together With Screws ” 
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A Ladder for Every Purpose 

Every Home needs a step ladder _\ 
ry Farm needs along ladder 

; We pay the Freight 


, W.W. BABCOCK CO. 
Bath New York 


vie Tor 
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and let the power of suggestion get to work selling 
paint. ; 

Suggestion can be used in many ways. Good dis- 
plays suggest the need of new paint. 


Your Chamber of Commerce should be glad to push 
a “Clean Up and Paint Up” Week, which will sug- 


gest the need of painting to every person in your 


town. 
S C QO - e The fourth issue every month of Hardware Age 


brings you facts and ideas about paint merchan- 
dising. 


¢ A special section in this issue carries the advertis- 
ing messages of the foremost paint manufacturers. 
Read what other successful hardware dealers are 
doing to push paint sales. Learn how the paint 


good selling displays, and let the power of sugges- 


manufacturers are willing to help you. 
ayo Clean up and paint up your own store, put in some 
tion roll up paint sales and paint profits. 









































RECO 
DESIGN 


Another very pleasing 
design added to our ex 
tensive line of Colonial 
Hardware 


In Reco Design we 
have endeavored to give 
that touch of individual 
charm so appealing to 
the average home builder 
of the present day. 

Devoid of ornamenta- 
tion the lines are pleas- 
ing and the finishes, 
with highlights polished 
are most attractive 


731DYI, 734WYI 1623 1534 Surnishe 
RECO RBCO RECO Pg A Bw Ae 
» and with glass, wrought 

; brass and steel knobs 


; . “To Russwin-ize | is to 
Notice the position of screw- solid wood of the door. This | aren 
holes above and below the feature eliminates the possi- ne 
lock, allowing the use of long bility of the escutcheon be- RUSSELL 4 ERY 


American Hardware 


screws that hold firmly in the coming loose on the door. The Amertoon Herd 
NEW BRITAIN, CONN. 
New York Chicago London 














HOW DIFFERENT!!! 


None so good—none so dependable—as MYERS HOUSE PUMPS, better built for 
better pumping service—the line of greater sales possibilities that stands on its own record 
and sells on its own merits. 

There are styles and sizes for every purpose. All have been improved—refined and 
lifted above the ordinary types of house pumps and sold with the assurance of com- 
plete satisfaction. And besides, profits are really worth while. 

You know how the demand for pumping equipment increases with the coming of 
Spring. We are ready to send literature and tell you more 
about Myers House Pumps—the pumps that are different PATENTED 
from others. Write or wire. 


THE F. E. MYERS & BRO. CO. 
Ashland, Ohio 


Pumps—Water Systems—Hay Tools—Door Hangers 
PATENTED 

















PATENTED 
C06 GEAR 








¢. Take tothe i 
To The _ 
i wens 


PUMPS — WATER SYSTEMS ~ HAY TOOLS — DOOR HANGERS 
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| Rubber 
Headed Nails 


are used as bumpers on pianos, closet seats, and 
to receive the thrusts of drawers, also to prevent 
noise and marring to such as they are attached. 

Stem Tips, made in thirteen sizes, especially de- 
signed for chair legs and prevent the scratching 
of floors. Absolutely noiseless. 

We make a large variety of rubber specialties. 
Send for catalog and prices. 


ELASTIC TIP CO. 


370 Atlantic Avenue, Boston, Mass. 

















Solid Wood That You Can Mould 


PLASTIC WOOD 


[Reg. U. S. Pat. Off.] 
Mr. Plastic Wood* has been made 
from Plastic Wood, which itself 
came from solid wood. It handles 
like putty, hardens into wood, and 
sells to every householder for handy 
use in home repairing and modeling. 
Carried by Hardware and Paint Wholesalers 
Y% Ib. can 35c each 1 Ib. can $1.00 each 
12 cans to a carton—less 3313 % 


Addison-Leslie Company Manufacturers Canton, Mass. 








* A request on your store letterhead will bring a free quarter pound canof 
| Plastic Wood for practical use or for making a Plastic Wood mannikin. 

















Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 











THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 








Paint, Like 
Advertising 
Works Wonders 


— dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 


What made the “Save the Surface” 
slogan so popular? Good advertising 
and the thought it contained: To save 
property as well as improve its appear- 
ance. 


Now Paint, like advertising, can be 
made to work wonders. 


But don’t expect dealers to spread 
your paint story and consumers to 
spread your paint unless you mix your 
paint message with good advertising 
and spread it in the right medium. 


That medium is the Paint and Var- 
nish Issue of Hardware Age—the 
fourth issue of each month. 
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Put a few 


In the Window 


Coes Wrenches spend very 
little time on the dealer’s 
shelves when he lets his trade 
know that he handles the Coes 
Line. Put a few Coes 
Wrenches in the window, oc- 
casionally. The man who 
needs good tools will soon 
come into the store for a closer 
look. 


Your jobber carries the Coes 
Line. 





COES WRENCH CO. 
“In Business Since 1841” 
Worcester Mass. 


SELLING AGENTS 
J. ©. McCARTY & CO... ......00- 253 Broadway, New York 
JOHN H. GRAHAM & CO.. 113 Chambers Street, New York 
Also 61 Shoe Lane, London, E. C., England 
FENWICK FRERES 8 Rue de Rocroy, Paris, France 
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We Give an Absolute Two-Year Guarantee 
Covering This Check 
Illustration shows CHECK with HOLDER ARM; can be sup- 
plied with REGULAR ARM. 
Operates RIGHT or LEFT-HAND doors without any change 
in the mechanism. 
Circular upon request. 


THE OSCAR C. RIXSON CO. 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 

















wy 
KEYSTONE 





Tuis Company is the largest 
and oldest manufacturer of 
a complete line of high grade 


STE 


BLACK AND GALVANIZED SHEETS, 
Corrugated Sheets, Formed Products, Full Finished 
and Auto Sheets, Special Sheets, Tin and Terne Plates, 
Black Plate, etc., adapted to every purpose. Sold by 
leading metal merchants. Send for interesting booklets. 


SHEETS 


AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 


DISTRICT SALES OFFICES: Chicago, Cincinnati 
Denver, Detroit, New Orleans, New York 
Philadelphia, Pittsburgh, St. Louis 

Pacific Coast Representatives : United States 
Steel Products Company, San Francisco 
Los Angeles, Portland, Seattle 

Export Representatives : 

United States Steel Products 


“OppeR git 


For Rust-resistanec! 






















Company 
New York City 
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articles 
on Top 


Nos. 16 and 17 





Double-Duty Display 
Tables 


They double the use of your aisle frontage making more sales: 
per square foot of floor space. Just think of it, 108 square feet: 
of actual display space in this group of four tables besides plenty 
of storage space below. 

There is a spot in nearly every hardware store where one or: 
more of these tables should be in use. The best paying invest-- 
ment any hardware store can make. 


HELLER 


Business Building Store Fixtures 
Check the items you are ines in W. Cc. HELLER & CO; 


tear out this ad and mai 
0 New Display 0 ——s 700 Bryant St., Montpelier, Ohio. 
20 Vesey St., Suite 500, 


Tables tal Saw Rack 
DO Nail Counters (J Display Door 
New York City 


Wall Cabinets 
3-22-28 
in the margin below. 


BEN A 7 STI 


Write name and address 


ASS SS 
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WALWORTH 


Walworth Company, General Sales Offices: 
51 East 42nd St., New York 


Plants.at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. - 
Distributors in Principal Cities of the World 


Walworth Co., Limited, 10 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 





Stone 
Working 
Tools and 


Supplies 
Complete catalog on request 


TROW & HOLDEN CO. 


Barre, Vermont 














Extra Money from House Numbers 
This Attractive Counter Display Does It 


emg | Your ‘customers will buy 
a as \ house numbers if you'll 
-\ display them. The hand- 
some Premax line includes 
brass and aluminum 
figures to suite every taste 
and pocketbook. Packed 
in convenient units of 10 
or 50 assorted numbers 
each. Ask your jobber or 
write. 


' NIAGARA. METAL STAMPING 
n cartons of 10 each or CORPORATION 


in attractive counter dis- 
play boxes of 50. i  — org 
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Russell Jennings 
za Auger Bits 
Z INN a 7 
Satisfied 
Customers 


Profitable ' 


ussell Jennings Mfg.Co. 


hester, Conn. 21-132 








The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchousee—New York, Chicago, Philadelphia 
Western Factory—Ddyton, Ohic 











Instantly popu- 
lar—the Yang 

versally use- 
apt wrench for 
the motorist. 
Keystone qual- 
ity. List price 
92.00. 





Ne. 555 Keystone Soc-Kit 


Keystone 
Mfg. Ce. 
Buffalo, N. Y. 


Sales Agent 


\) Surpless, 

* Dunn & Co., 
New York 
Chicage 
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Now 


More Than Ever Before 


it is essential that you study your Market 
Report carefully and consistently. Every 
important price change in the trade is re- 
corded in these columns weekly. 


The MARKET REPORTS as found in 
HARDWARE AGE are the most authen- 


tic published. 
Use them as a buying guide. 
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THIS MESSAGE 


; NEEDS NO SIGNATURE 


Concentrate your buying. Large orders get ser- 
vice—there is real cooperation in close relation- 
ship. 

Choose your points of supply carefully and limit 
them to the fewest possible number. You will 
save money that way—take our word for it. 

We speak as tool manufacturers, yet, 
whether or not you buy from 


MILLERS FALLS, you will find that 
“profits begin with the buying.” 


MILLERS FALLS 
TOOLS 





Personal Service 














% BOLTS > NUT 
}CAPSCRE 


in Big Business 





Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHICAGO 
Union Ave. and E. 72na St. 6249 te 6265 West 65th St. 
Telephone Broadway 840 Telephone Hemlock 4484 

















IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send tor Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 

A varied and attractive line for the Hardware ‘Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and = Plumbers*® 
Tools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use: the 
finest quality of materials. 5 

We stand back of every tool we make. Try us. 


Write for Catalog. 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








TT 
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‘PRODUCTS 


for every need 
Cambria Fence 
Steel Fence Posts 
Wire—Barbed, Barbless and 
Twisted; Processed, Bright 
and Galvanized 
Nails—Cement-coated, Bright, 
Blued and Galvanized 
Wire Rods Staples 


BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 











Goodrich 
Garden Hose 


Nation-wide consumer accep- 
tance; a Variety of brands to 
meet the needs of every purse. 


THE B. F. GOODRICH RUBBER CO. 
Established 1870 : Akron, Ohio 






















The choice of users of 
quality cans and pails. 
Nationally advertised. 
Known everywhere, Sold by 
leading jobbers. 

) Write—NOW—for _attrac- 
tive dealer proposition! 


The Witt Cornice Co. 
Can Specialists Since 1899 
2114 Winchel Avenue 
Cincinnati, Ohio 














ALLITH 


From Pig Iron to Package 


We share responsibility with no one—we alone are answerable 
for our products. We mix, mold and anneal the iron; we 
machine, assemble, paint and pack the finished product—and we 
believe this is the reason for the quarter century 

success of A-P garage door hardware, door hangers, 

overhead carriers, fire door hardware, rolling ladders 

and spring hinges. Write for catalog No. 95. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 
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Classified Opportunities 























. es “Y 
Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
Opportunity Exchange Section BE Uiiidsostabeeaen ocuspaed $5.00 50% off rates quoted 
Each additional inch............. 4.00 Address your advertisements and replies te 
Set Solid, Minimum of 5 lines... .$3.00 Hardware Age, Classified Opper- 
Each additional line........... -60 . ‘ ms tunities, 2239 West 309th St.. New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
additional line........... 40 4 insertions, 10% off; 8 insertions, 15% Rinowale Att te Gubttched enh Th 
Average 10 words to a line of Forms close Nine Days previous to date of 
Allow One Line for Keyed Address Remittance Must Accompany Order publication. 
Samples of merchandise, literature, catalogs, etc., ring more than ordinary reforwarding postage should not 
4 be te box numbers. § 

















BUSINESS OPPORTUNITIES 


CAPITAL AND BRAINS AVAILABLE for well rated manufacturing, 
wholesale or better class retail hardware establishment within 50 miles of 
New York City now making money. An aggressive company will find 
valuable the experience of this well balanced seasoned executive. Highest 
type business, banking and social references. Address Box H-861, care of 
Harpware Ace, New York. 











IT WILL PAY YOU to investigate; we offer Financial Aid and Free 
Sites to industries locating in Newton Falls. Three railroads, electric 
freight service, main highways for trucking, the best supply of water in 
Mahoning Valley, right in the heart of the greatest industrial center in the 
world. NEWTON FALLS BOARD OF TRADE, Newton Falls, Ohio. 


PART INTEREST IN OLD ESTABLISHED HARDWARE STORE 
in small town in Western New York cons profitable business. Would 
require investment of not less than $5,000.00. Man under 40 with hard- 
ware experience preferred. Address Box H-880, care of Harpware AcE, 
New York City. 


FOR SALE—AN OLD ESTABLISHED HARDWARE BUSINESS 
in thriving central Wisconsin agricultural community for sale to settle 
estate. No bonus asked for reputation and prestige. Investigate. Address 
Box H-897, care of HarpwAre Ace, New York City. 











FOR SALE—Well stocked hardware, housefurnishing and paint business. 
Price $5,500, all cash. Owner E. NATALE, 323 Avenue U, Brooklyn, 
New York. A good location and a bargain, 


POSITIONS WANTED 


HARDWARE MAN WHO HAS HAD 12 YEARS’ wholesale and 
retail experience, store management and arrangement, window trimming, 
etc., would like connection with retail hardware store, Ohio, Indiana, or 
middle western state. Willing to invest after a year’s service if mutually 
agreeab'e. Address Box H-896, care of Harpware AGE, New York City. 


SALESMAN, 10 YEARS’ WHOLESALE AND RETAIL Hardware 
and Electrical experience, desires permanent connection with opportunit 
for a future. Commission or salary. Ability and character assured. 
Address Box H-898, care of HArpware Ace, New York City. 


SALES ACCOUNTS WANTED 

















EXPERIENCED SALESMAN 


who has known jobbers and dealers throughout Michigan 
and Northern Indiana for years, wants line or specialty 
to sell on commission and part expenses, can get immediate 
results and build up a maximum permanent business for 
your line. Write to Box H-901, care of Hardware Age, 
New York. 
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HELP WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


PVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 


113 W. 42nd Street Bryant 7374-5-6 


vu 
"HELP WANTED 


In our Farm Implement and Contractor Tool Department, 
a high grade salesman who understands this line. Address 
giving reference and experience. 


FOWLER & SELLARS CO. 


HARDWARE 
White Plains, N. Y. 
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EXPERIENCED HARDWARE CLERK in small town in Western 
New York. One having some experience in oe work preferred. State 
experience and salary expected. Address Box H-879, care of Harpware 
Acz, New York City. 


POSITIONS WANTED 








POSITION DESIRED IN RETAIL STORE in Metropolitan area. 
Have had eight years’ experience doing inside work, specializing in Builders 
Hardware, cutlery and window displays. Married, can furnish A-1 refer- 
ences. Address Box H-899, care of Harpware Ace, New York City. 





_ MANUFACTURER’S AGENT CALLING ON MANUFACTURERS, 
jobbers and department stores in Chicago, Milwaukee, and surrounding 
territory desires one or two good additional lines. Cheap warehouse 
space if wanted. Established 10 years, with good Dun Bradstreet 
ratings and highest trade references. Address Box H-874, care of Harp- 
ware Ace, New York City. 


_ I HAVE COVERED THE AUTOMOTIVE, Mill Supply and_ Hardware 
jobbing trade in Pennsylvania, Maryland, Delaware and ee ersey, for 
the past 10 years representing well known tool manufacturer. ave wide 
acquaintance and want to get in touch with manufacturers who desire real 
— in this district. Address Box H-895, care of Harpware Ace, 
‘New York. 


SIDE "LINES WANTED for bardware, mill supply and auto supply 
trades. Have covered entire Metropolitan territory for ten years, represent- 
ing “— ers lines. Address Box H-884, care of Harpware Ace, 

ew York. 


Resident Sales Agent, located at Havana, Cuba, desires agencies of 
hardware lines. Interested in furniture, hardware, w screws as well 
as the eral line. Commission basis. M. F. FERNANDEZ, P. O. Box 
2002, Havana, Cuba. 


SALES REPRESENTATIVES WANTED 


Manufacturer operating three factories desires additional salesmen with 
established following among jobbers and retailers to sell vises, saws, 
household tools and utensils and an extensive line of electrical floor and 
ay lamps, table lamps, etc. Commission basis. pen territories will 
be definitely awarded. Salesmen having automobile preferred. Address 
Box H-868, care of Harpware Acgz, New York. 


EASTERN MANUFACTURER OF A WELL KNOWN LINE of rim 
locks, padlocks, and builders’ hardware is looking for sales representatives, 
referably residing in Buffalo, Kansas City, Missouri and Columbus, Ohio. 

rawing and commission to the right men. State experience and qualifica- 
tions. Address Box H-892, care of Harpware Ace, New York. 


SALESMEN CALLING ON HOUSEFURNISHING JOBBERS and 
department stores for our new No More Burn Hot Plate. Retail for 25c. 
Good territory still available. Address Box H-900, care of Harpware Ace, 
New York City. 


EXPERIENCED BUILDERS’ HARDWARE SALESMEN to repre- 
sent eastern manufacturer of locks, padlocks, etc. To cover Pittsbur, 
territory and Western New York. Drawing and commission to ri 
man. Address Box H-876, care of Harpware Acz, New York City. 


COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware snecialties. Advise territory covered and houses 
































represented. Address Box H-638, care of Harpware Acz, New York. 
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SALES REPRESENTATIVES WANTED SALES REPRESENTATIVES WANTED 


SALESMEN WANTED TO CALL ON THE RETAIL TRADE, with COMMISSION MEN WANTED TO REPRESENT old established 
a following in the Metropolitan district and the suburbs, also New Jersey; | Cutlery, house calling on department stores, hardware trade, industrial 
to represent live wire house carrying a complete line of builders’ hardware plants in the East, South, Southwest, Central West and Northwest. Good 
and tools. Must have a car to carry samples. Only experienced hard opportunity for hustlers. Liberal commission. Address Box H-867, care 
ware men need apply. Address Box H-875, care of HArpWAre AGE, of Harpware Ace, New York. 

New York City. 


























AN OLD ESTABLISHED MANUFACTURER of Coaster Wagons 


WANTED—Hardware and Sporting Goods salesmen of mechanical located in Wisconsin is making numerous changes. We have many vacancies 
ability to call on retail trade in eastern territory. J.eading line Gasoline in our sales force and are particularly interested in salesmen for Ohio, 
Pressure Stoves, Camp Stoves, Water Heaters, Radiant Heaters, Lamps fowa, Illinois, Indiana and Minnesota. We offer first class merchandise, 
and Lanterns. Must give Bond and drive own car. Address Box H-784, straight commission and exclusive territory. Please give full particulars 
care of Harpware AcE, New York City. in application. Address Box H-886, care of Harpware Ace, New York. 


Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
‘“‘Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 








It looks as if hardware concerns knew where to “go” for 


hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 
tunities. 


It’s a good paper that serves the trade “both ways,” isn’t it? 


Try it and see. Address— 


Hardware Age, 239 West 39th St.,.New York 


‘“‘Classified Opportunities Section”’ 

















The reputation of 
Brown €4 SHarpe 
Touts 
for Accuracy and Reliability 


finds them a ready market 
wherever metal is used 


BROWN & SHARPE MFG CO 
PROVIPENCE RI USA 
















Worlds Standard of Accuracy Geo. W. Diener Mig. Co. 
400 N. Monticello A ve., Chicago, Ill. 
ARMSTRONG Sell ST R A TTO N Plain or enameled 
in colors 
PIPE CUTTERS 
—— HANDLES 
Good bani fer th none af Viger oe te a 
satisfaction. Write for new Catalog. ie Tk tb tekken oy ee 
ARMSTRONG BROS. TOOL CO. i 
$14 N. Francisco Ave., Chicago, U.S.A. STRATTON MFG. CO. Stratton, Maine 
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Every Hardware Buyer 





Needs Hardware Age 











No sane business man would think of 
buying stock in Wall Street without first 
looking up the market quotations in his 
daily newspaper. 


Real hardware merchants are just as careful to look 
up the current market prices in an authoritative 
Hardware paper. Money can be made at the buy- 
ing end of your business as well as at the selling end. 


Keep posted each week on the hardware market 
prices which are quoted in HARDWaRE AGE. Just as 
you consult your thermometer to see how hot or cold 
the temperature, so should you consult this reliable . 
business barometer to obtain information that will 
enable you to buy at or near the bottom every. time. 


HARDWARE AGE 


“The weekly text book of hardware merchandising 
239 West 39th St. “1° New York 








YEARLY SUBSCRIPTION RATES: United States, $3.00: Canada, $4.00; Foreign, $6.00 
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Dazey Metal Churn 

















with 
electricity 
is no novelty 
any more 


The increasing number of individual 
farm lighting plants in use and the rapid 
extension of power lines into rural com- 
munities have brought to thousands of 
farms the enjoyment of electric lighting 
and the convenience of electrically operated equipment. The modern 
housewife now knows the pleasure of churning with electricity. 


The Dazey Electric Churn 


Adding electric power to a churn which already holds leadership as a 
butter maker, establishes the Dazey Electric as the most perfect churn 
obtainable. Extreme simplicity of operation, cleaning facilitated by easy 
removal of receptacle, dashers and dasher shaft, economy in operation, 
dependability over long periods of continuous use, more and better but- 
ter—these are features offered by the Dazey Electric Churn. Made in 
4, 6 and 10 gallon sizes. 

Be prepared to demonstrate the ease and convenience of churning with 
a Dazey Electric. Stock one of the above sizes as a demonstrator, being 
certain to state, when ordering, the kind’of current used, voltage and 
cycles. 
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Dazey Churn and Manufacturing Co. 
St. Louis, Mo. 





Carter & Warne Avenues 







How Is 
Your Stock 
of Sharpits? 


Dealers report, “The new, 
improved Sharpit is going 
good; a short demonstra- 
tion sells it easily.” Better 
check up on your stock 
today. Sharpit is a profit- 
able item that can be sold 
to almost every house- 
wife. 















ORDER FROM YOUR JOBBER 
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ae j Pal? 


: ‘Taltatod 
---but the SHASTA is Foss-Set 


There are many paint brushes on 
the market that look like the 
“Shasta’’—but the imitators can- 
not give you FOSS-SE'l Construc- 
tion. The fact that so many imi- 
tators attempt to duplicate the 
identical appearance of the paten- 





Imitations cost as 
much as the genuine! 


The Wooster ‘Shasta’ — the . 





oc ently in GENUINE and only “Shasta” — | 
a — casts less than inferior imitations 
good! When an imitation is sold, you are ; 


told ‘It is as good as a Wooster.” 
But you know the best way to get 
Wooster quality is to buy Wooster 
products. Particularly when you 


The inside construction of a *’Shas- 
ta’ is patented ;—pegs that are an 





integral part of the handle are do not pay a higher price j 
forced down into the bristles pro- ji 
ducing a perfect chiseled edge and Buy from the Wooster jobber. ’ 
the best, economical construction. He's giving you the best. : 
Added to this feature is the ad- : 
vantage of Wooster’s exclusive No Other Brush can Write us for his name. 
FOSS-SETTING. The Name have Foss-Set and the | 
“Shasta” is registered t tect ee ee ae % 
Sle oO protec that makes the Th WW, B C rs 
you from substitution and viola- Wooster SHASTA the HE OOSTER RUS. 0 | 
best brush as well as Sence 1851~One Family~ 
tors are prosecuted. ys ohare Ow ldeontater testis WOOSTE: 


i } 


WOOSTER BRUSHES 


FOR PAINTING—VARNISHING—ENAMELING—LACQUERING—KALSOMINING 














